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WHERE to place 


Advertising to the best advantage, puzzles many a bright mind, 
GOOD rules to follow: Daily papers and magazines to reach 
city people. Local country weeklies for the country 
folk. Advertising judiciously placed in these channels leaves 
little or no other newspaper advertising necessary. 

The country people of the New England, Middle and Southern 
States are reached through the 


ATLANTIC COAST LISTS, 134 Leonard St., New York. 


1,600 local papers: 62 per cent are only papers in their towns. 86 per cent are 
either only papers in their towns or are published at county seats. 
One order, one electrotype does the business. 
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ADVERTISING OF NOVELTIES AND 
SPECIALTIES—II. 
By L. J. Vance. 

The current advertising of novelties 
and specialties may be divided into 
two classes. In the first class we have 
the advertisements of those who push 
only a few things, or a certain line of 
goods, They make a ‘‘drive,’”’ so to 
speak, on one or two articles. These 
they offer at ridiculously low prices. 

As a rule, the customer gets ‘‘ some- 
thing” for his or her money. There 
may be some “‘fakes,’’ but still there 
is value received. When the adver- 
tiser offers a ‘‘ Big lot of Goods Free 
on receipt of only ten cents,” you get 
a curious collection, perhaps, of rings, +tam 
pins, miniature watch and chain, etc. 
What do you expect for the magnifi- 
cent sum of ten cents—surely not hum- 
ming birds? 

The advertisers have several in- 
genious ways of making their novelties 
and specialties peculiarly attractive, or 
attractively peculiar. It depends on 
the way you look at the matter. One 
favorite method is to offer something 
after this style : 





to our nts. Why not 
F R E E yout “For "particulars 


GOLD WATCH trict.) Hiteburg, Pa. 


Indeed, many of the advertisements 
are put in form of a pertinent question. 
Thus, the question is asked, ‘* Wouid 
you like a permanent position and 
$150 monthly?’ If so, write to the 
advertiser and he will send you full 
particulars ‘‘free’’ and a sterling sil- 
ver sample. How? Upon receipt of 
five two-cent stamps for postage, etc. 
Some of the advertisements are in- 
tended to excite curiosity. In this 
way they bring many inquiries. 

Another favorite method is to offer 
some article “absolutely free.’’ But 
the article is not as free as salvation. 
For example, one advertiser offers 
gold rings free—that is, to any one 
who will sell one dozen indestructible 





¢i2a “tay. wee uta. BROHARD & Cv., 


lamp wicks. You sell the wicks and 
then you get the ring—free. Jn other 
words, you must really do something 
yourself if you want to be put on the 
free list. In another case the adver- 
tiser offers ‘‘one dozen tea spoons, 
heavy silver plated,” free to any lady 
who will dispose of one dozen boxes 
of a corn salve ‘‘among friends,” at 
25c. a box. When the salve is sold 
he sends the dozen handsome tea 
spoons ‘‘ free.” The chief object of the 
advertiser is to get names and agents. 
He may make of the agent a customer 
in one way oranother. For example : 


WANTE AGENTS to sell soek | — & 


Door Hold Sam- 
ple Sash Lock free by mail for2c. 
p. Best sellers ever invented. Beats we’ apts. 





89, PHILADELP’ 





By cooien stamps or money for 
‘‘free samples,” even if he does not 
sell many goods, the agent is a cus- 
tomer. 

In the second class we have the ad- 
vertisements of those who handle a 
large assortment of novelties and spe- 
cialties. Their stock is often worth 
looking over, if for nothing more than 
to satisfy one’s curiosity. The cata- 
logue of one of these houses contains 
descriptions of about 1,000 novelties 
and specialties, most of which are il- 
lustrated. Of course, each article is 
put forth as a bargain. 

There are several firms in each of 
the big cities that do this kind. of 
business on a large scale. They ex- 
pend thousands of dollars in advertis- 
Ing every year, and as the result they 
have built up an extensive and profit- 
able trade in small things. 

Two of the largest concerns in their 
line in New York are J. Lynn & Co. 
YO Sache ‘e of a lifetime. Write at once. 

LYNN & CO., 48 Bond St., New York. 
and R. H. Ingersoll & Bro, The former 
firm, while it carries a very complete list, 
makes a specialty of all kinds of jew- 





You can now ponte A new 
guide to rapid wealth, with 240 fime en- 
ae ings, sent free toany rson. This 
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elry. 
sleeet all the low-priced publications 
of large circulation. The general busi- 
ness is advertised by ads like the 
above. 

The business of R. H. Ingersoll 
& Bro. is very general and covers an 
immense number of things. Accord- 
ing to their statement heading they are 
manufacturers and jobbers in special- 
ties and novelties. Then follows a 
long list ; among others are named the 
dollar typewriter, photo outfit, dollar 
printing press, rubber type, rubber 
stamps, key chains, dog leaders, metal 
specialties, match safes, postage stamp 
cases and whistles. 

In a recent conversation Mr. E. J. 
Wood, who attends to the advertising, 
said tothe writer : ‘‘ The firm has been 
in the business since 1880. We began 
with, perhaps, a dozen or fifteen novel- 
ties and specialties, and to-day our 
catalogue shows that they number more 
than 1,000. Theamount of money ex- 
pended for advertising was compara- 
tively small at first, but this has in- 
creased year by year, until now it is 
at the rate of $500 a month. 

‘*We seem to have an easy business to 
advertise,’ said he in reply to my in- 
quiry, ‘‘ asthere is an enormous popular 
demand for all kinds of articles at a low 
price. It is usually the cheapness that 
sells the goods. There are hundreds 
of thousands of people in the United 
States that cannot afford the best. 
They are the plain people. They can- 
not buy solid gold watches, diamond 
pins and rings, or silver ware. And 
so thousands use substitutes, which, 
for all practical purposes, answer their 
wants. Thus, our fastest selling spe- 
cialty are our one and two dollar 
watches. They are strong and service 
able, keep good time and are war- 
ranted. Last year we sold 100,000, or 
at the rate of about 300 watches a day. 

‘In advertising novelties and spe- 
cialties,” said Mr. Wood, ‘‘it is not 
necessary to deceive or fake. The 
goods can be sold just as well on their 
merits. We do not hold out the bait 
of a big fortune to be made by cus- 
tomers. Nor do we claim to give some- 
thing free. That is not business. We 
do believe that the customer gets the 
worth of his money, and that our goods 
and prices compare favorably with any 
one’s in the business.” 

As to the mediums used, Mr. Wood 
said that they advertised in the mag- 
azines—Munsey’s, McClure’s, Cosmo- 


Its advertising is to be found in folitan, etc. 


They also advertised in 
a few weekly and many monthly pub- 
lications of large circulation that go 
to the country towns and homes. 
Continuing he said: ‘‘ The amount of 
advertising varies according to the 
season. It is heaviest during the fall 
and winter months. It does not pay 
to advertise extensively during the 
summer months. The bulk of the 
business is done from October to May. 
After that the demand for specialties 
drops off and does not pick up till after 
the farmers sell their crops. 

‘**One of the objects of the adver- 
tisers of novelties is to get names of 
people. By this means we are able to 
send them catalogues and printed mat- 
ter. The business is a mail order 
trade.” 

‘‘What section of the country do 
you find calling most for your goods ?” 

‘* There is a popular impression that 
the people of the wild and woolly West 
are the most eager for novelties and 
specialties. This is not our experi- 
ence. The people of the Eastern 
States are as good customers for goods 
in our line as those of any other sec- 
tion. There are more of our articles 
sold in Pennsylvania than in any other 
State of the Union. New York comes 
next, and then Illinois. The South is 
the poorest field, perhaps for the rea- 
son that the people there do not sub- 
scribe for many papers and so do not see 
our advertisements. Most of the goods 
sold to them are through dealers and 
agents. 

‘*In addition to our advertising we 
send out every year about one hundred 
thousand of catalogues. They are 
neatly printed and profusely illustrated. 
They bring us thousands of inquiries 
and orders. Thecatalogue has proved 
to be one of the most effective means 
of selling goods. 

‘*Then we have a separate book for 
dealers. Itis called, as you see” (hand- 
ing an attractive pamphlet of 50 pages 
tothe writer), ‘‘ ‘Our Silent Salesman.’ 
It speaks for itself. This salesman is 
not intended for the general public, 
but for dealers, and prices given are 
to the trade only.” 

In conclusion, Mr. Wood said that 
there were many things connected 
with their advertising that could not 
be given for obvious reasons. They 
had paid for their experience, and 
valuable information could not be pub- 
lished for the benefit of others in the 
same line of business, 














SOME LONDON ITEMS. 
‘By Lewis Garrison. 

Leaving the metropolis of the West- 
ern hemisphere for che metropolis of 
the world, the traveler meets with 
great contrasts between the two cities 
in the advertising line, as well as in 
other things. In New York the news- 
papers contain numerous advertise- 
ments of the principal merchants. 
Each advertiser appears to vie with his 
competitor in occupying the most 
space. ‘lhe blackest faced type that 
can be procured, and the most display 
that can be put in an ad seems to be 
the height of the American advertis- 
er’s ambition. 

With London advertisers it is differ- 
ent. I looked for display advertising 
in all the London newspapers. With 
few exceptions the ads are set entirely 
in nonpareil and run down the column 
similar to the American newspaper's 
famous ‘‘want” columns. Old- 
fashioned styles of writing ads are in- 
dulged. This is a fair sample: 
‘* Notice.—Jas. Shooibred & Co.’s 
special show day will be on Monday, 
when all the latest novelties for the 
spring and summer season will be on 
view,” etc. 

+ * 7 7 

Some London merchants have the 
same idea as to window attractions as 
their American brothers. They realize 
that something of motion in the win- 
dow will draw the attention of the 
passerby. One place in particular I 
noticed a large upright glass case, in 
which was a ball of rubber. Water 
was forced from the bottom and the 
ball was kept continually bobbing up 
and down. Another place had a duck 
and miniature sail boat floating around 
in a tank of water. These things, 
though absolutely silly, seemed to 
draw constant notice. 

* * * * 

The following is extracted from a 
London paper. I suppose it was in- 
tended for a joke: 

He—Well, darling, how have you been to- 
Yeh; nervous, sick, debilitated and 
unhappy! 

He—Heavens! You've been reading those 
medicine advertisements again. 

Headed, ‘‘ Who says advertising is 
no good ?” a London newspaper states 
this: ‘*Wedo not often crack up the 
value of our advertising columns, but 
there are times—” 

“Here is what a correspondent 


_unexp‘red contracts. 
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says: ‘After selling all I could, giving 
more away, and stuffing my hogs until 
they refused to touch another, I still 
had about a hundred and twenty tons 
of big, juicy, fine flavored apples left 
on hand. I inserted a 20-cent ad in 
your paper, that [ was willing to send 
a barrel of picked fruit, freight paid in 
advance by me, to any one who would 
apply, and no charge for the barrel. 
You will hardly credit it, but that little 
ad in your widely read paper cleared 
out the whole lot, and I could have 
disposed of five times the quantity on 
the same terms.’” 
. es » * 


Instead of advertising a ‘‘ Rebuild- 
ing sale ’’ or ‘‘ Removal sale,”” London 
merchants use the regulation nonpareil 
type in calling the special occasion as 
‘Coming down” sale. Large type 
posters are pasted over the building 
from top to bottom with but these two 
words, 

Another oddity which attracts the 
attention of the stranger are queer 
signs. Over many doors of ‘‘ shops” 
(as London business stores are called) 
is this, for instance: ‘‘ Pipes repaired 
on the premises.” 

~ oe s * 

There is lots of out-of-door adver- 
tising done in London. Artistic post- 
ers are creating quite a stir among 
some of the larger advertisers. Even 
the newspapers use this method in 
getting before the moving public. 
Among the firms advertising by posters 
are the cocoa and chocolate manufact- 
urers. In this line of trade there 
seems to be much fierce com etition. 
English people are more in the habit 
of drinking these beverages than are 
Americans. 

Speaking of cocoa firms brings to 
mind my conversation with the ad- 
vertising man of Epp’s cocoa and 
chocolate house. This gentleman re. 
marked that his firm did not intend 
doing any advertising in America until 
about October or November. In an- 
swer to my query about the ads now 
running in American periodicals, I 
wis told that such were running on 
The reason he 
assigned for not advertising was that 
their line of goods is now out of season. 

¥ * * * 


The only mode of surface travel in 
London is by ‘bus or cab, there being 
no street cars. The buses, however, 
are covered over by advertising matter. 
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It is usually the theaters, larger firms 
and proprietary articles that are thus 
advertised. Even on the windows 
are small transparent signs of differ- 
ent articles. I am told that ‘bus 
advertising brings results. Merchants 
often have customers who demand the 
articles placarded on these vehicles. 
* oe * Za 

Venus Soap is being advertised ex- 
tensively in England. Large lettered 
and brightly painted signs are placed 
upon either side of the railways enter- 
ing London. Large display space is 
used in weekly and monthly magazines. 
This advertising seems to be the best 
I have seen so far. The advertising 
matter is terse and hits at the point 
aimed. 

~ * * om 

The English cannot get out of the 
custom of hiring sandwich men to ad- 
vertise their business. Long rows of 
these individuals can be seen marching 
in the gutter. Each has a board in 
front and behind, and some even have 
one extending over their heads. I 
believe this mode of advertising is the 
cheapest that can be procured. I no- 
ticed that the different theaters adver- 
tised their attractions in this manner. 
Then, again, in election times, politi- 
cians use this method extensively. In 
cases of politicians’ advertising, the 
boards contain large type posters with 
reasons in very few words why they 
should be voted for. It is surprising 
the small tpye that is used on the post- 
ers of these sandwich men in adver- 
tising theaters. The name is promi- 
nent and is followed by the entire 
cast, and the name of the play in 
very small type. 


NO SUBSTITUTE FOR BRAINS. 


Impossible as it is to overrate the im- 
portance of judicious and tasteful ad- 
vertising, many of the current articles 
on this interesting subject seem to be 
based on the notion that every detail 
must be clearly set forth, lest the mer- 
chant be unable to construct a readable 
and striking advertisement for himself. 
Now, no one can deny the value of 
model advertisements, suggestions for 
display, criticisms of bad advertising, 
and similar ideas, but all combined 
will never take the place of brains in 
the advertiser ; the great thing needful 
is to realize the fact that advertising in 
any of its forms is no boy’s-play—that 
it is a serious, difficult art, demanding 
earnest study. All the models in the 


world will never enable a merchant de- 
void of originality or judgment to con- 
struct an effective advertisement ; per 
contra, the possessor of these essential 
qualifications need not waste much of 
his time studying the A B C of the ad- 
vertising art; mindful of its general 
principles, his own wit will supply 
suitable designs, phrases and conceits, 
attractive to the eye and convincing to 
the mind. 

Like everything else in this hard and 
weary world, advertising must be 
faithfully and intelligently studied, if 
it is to be renumerative. But the art 
once mastered, a little enterprise in its 
practical application will pay hand- 
somely. The day has gone by when 
the merchant could wait in his store for 
a patronage which was supposed to find 
its way to him by instinct. Trade 
must be nursed ; friends and patrons 
must be cultivated ; opportunities must 
be created; the rocks and reefs of busi- 
ness life must be located and avoided. 
Modern competition can be success- 
fully borne only with the aid of modern 
methods. And of the latter, the most 
important is the judicious and conspic- 
uous announcement—by every method 
which originality can devise and good 
taste will sanction—of one’s facilities, 
wares, methods and _ qualifications. 
Given the brains and an earnest study 
of advertising principles, details will 
readily fall into place.— 7he Michigan 
Tradesman. 


FLORISTS. 


“The majority of florists in a large city,” 
said one of them, “do very little advertis- 
ing. Newspaper readers will, perhaps, rec- 
ollect one florist who years ago used the 
newspapers, but apparently did not get 
adequate returns and so went back to the 
methods of most florists. These methods 
consist in depending upon one’s own neigh- 
borhood for trade toe | using booklets and 
circulars instead of newspapers where any 

rinted advertising matter is used at all. 
They consist in depending upon salesmen 
and personal solicitation. Most florists 
watch the newspapers for announcements 
of funerals or social gatherings where flowers 
area necessity, and solicit orders on these 
occasions. It isa good plan. 

“In small towns the florist can, perhaps, 
use the newspaper with some degree of s:c- 
cess, although it is not frequently done, 
simply because the smaller towns contain but 
few florists, the majority of the people de- 
pending upon their own gardens for the 
flowers they need. 

* There is no doubt in my mind that flo- 
rists in big cities could use the newspapers 
effectively if they took as much interest in 
their advertising as they do in the color of 
their wagons and other insignificant matters. 
But it needs a big man—a bigger man than 
I—to make a beginning. It costs money, but 
I feel it would bring money.” G. Tc 
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POSTER ART IN FRANCE. 





France gave us the initial impulse 
to modern poster art. Cheret was first 
in the field, and it is generally con- 
ceded that he continues to stand at the 
head of the poster artists of the world. 
He began as far back as 1867, when 
he made a poster advertising ‘‘ La 
Biche au Bois,’’ a fairy play, in which 
Sarah Bernhardt acted. For a long 
time he was almost alone in his efforts. 

It is quite clear that in order to pro- 
duce a good advertising placard it must 
be of a sort that will command the at- 
tention of the public. It should be 
attractive to the man in the street with- 
out being vulgar ; sufficiently startling, 
but not aggressively so. It is not every 
man who is capable of producing such 
work, Jules Cheret understands the 
requisites and limitations of this kind 
of art better than any other who has 
ever made any essays in it, either in 
his own country or elsewhere, and his 
works have gained for him a world- 
wide reputation. If there are other 
posters which appeal more to the artist, 
it is as works of art, not as art posters. 
Excepting a few posters, which ap- 
peared before his time, Cheret was the 
first artist to bring out really excellent 
works of this kind. It is no doubt 
largely owing to the example set by 
him that so many artists have since 
taken up this line of work. Cheret 
has devoted his artistic gifts almost 
entirely to the production of posters, 
and the number that bear his signature 
isenormous. According to Mr. Charles 
Hiatt, the author of the recently pub- 
lished ‘‘ Picture Posters,” the first book 
on the subject that has appeared in 
English, Cheret has designed over a 
thousand in all. 

Cheret has defined his idea of a per- 
fect poster as follows: ‘‘It should be 
as simple as possible and I consider 
the introduction of one figure, and need 
I hardly say that of a lady for choice, 
is indispensable ; whenever it is pos 
sible this figure should be life-size. 
My own posters are never smaller than 
sixty centimetres (two feet), by eighty- 
six (nearly three feet), and my favorite 
size is 250 by 90; the figure should, 
of course, be elegantly and brightly 
dressed in some striking costume not 
likely to go out of fashion as long as 
the poster is to be in use. I always 
make a point of designing the lettering 
of the actual advertisements. I donot 
believe in black and white letters, but 
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have no objection to there being very 
dark blue, red or violet ; this produces 
the effect of black without giving a 
jarring note.” 

Close rivals to Cheret are Grasset 
and Steinlen and by some critics the 
two are considered to be in many re- 
spects superior to the master. Eugene 
Grasset, a native of Switzerland, is in 
middle life, smooth-faced, with a some- 
what scholarly appearance, a decorator 
and architect by profession. His work 
is characterized by a vital principle of 
design, effective yet subdued. His 
Napoleon and Jeanne d’Arc (Bern- 
hardt) posters are superb creations. 
Probably nothing superior in their way 
have ever been produced. They are 
as much great works of art as though 
they were painted in water-colors or 
oils. It is no wonder that the Na- 
poleon has had an enormous vogue. 
Dealers have been selling it to their 
customers and the publishers have been 
almost overwhelmed with requests from 
collectors for copies of this work with 
its brilliant color scheme and its mag- 
nificent horse with Paderewski mane. 
Grasset’s work is always refined and 
harmonious, yet less bright and strik- 
ing than Cheret’s. There is more re- 
pose in it and less ‘‘ go” perhaps. It 
appeals more to the artist, even, than 
to the general public. 

Of the other French artists De Feure, 
Guillaume, Ibels, Lautrec, Boutet de 
Monvel, Steinlen, Willette and Jossot 
are perhaps the most accomplished, 
although the list might be considerably 
and creditably enlarged. Jossot is a 
great artist, essentially a caricaturist, 
who works with vagabond and artistic 
lines and in a morbid color-scheme— 
rusty greens and pale yellows. 

Steinlen is every way a charming 
artist. His ‘‘Lait Pur Sterilise,’’ a 
child in a red dress drinking from a 
bowl, envied by three eager tabby 
cats, is perhaps one of the most attract- 
ive posters ever made. No man with 
half a heart could fail to fall in love 
with the child. Sicinlen’s Yvette 
Guilbert is also very good. Lautrec 
has not the refinement of Grasset, nor 
the sprightliness of Cheret, yet he pos- 
sesses an individuality which makes 
his work peculiarly interesting. His 
posters are generally simple in com- 
position, and depend to a great ex- 
tent for their effectiveness on the skill- 
ful arrangement of masses, of which 
he thoroughly understands the value.— 
The Poster, 
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Portland, with its suburbs, has 100,000 population. Portland could not 
support 4 metropolitan daily. This, in itself, shows how large a sup- 
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In charge of Advertising. 
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IN 
T 0 0 0 CASH PRIZES 
FOR 
* AD-SMITHS. 
Se Oe 


To End July 4th 


The publishers of the American Newspaper Directory invite the co-operation of ad- 
smiths in the preparation of an advertisement that shall express and make known to the 
world the care and pains that for twenty-eight years have been devoted to the preparation 
of that work: the intelligence and integrity with which newspaper circulation ratings have 
been accorded: and the reliance and confidence with which these circulation ratings are 
regarded by advertisers. 

Ad-smiths or editors desiring to examine the Directory in advance of the composition of an 

wertisement, will find a copy in almost any newspaper office or in the counting-room of any eral 
advertiser. By consulting the book ideas and stions of value in makinga good advertisement 
are sure to present themselves. The very best way to get correct ideas will be developed by conversa- 
tion with an advertiser who uses the Directory, and relies upon its information when placing ad- 


vertising contracts. 
THE PRIZE OFFER IS AS FOLLOWS : 


Any ad-smith, anywhere, is at liberty to prepare such an advertisement of the Amer- 
ican Newspaper Directory as he believes calculated to influence the sale of copies of that 
work. Theadvertisement so prepared may be inserted once in amy newspaper, occupying 
space worth, at schedule rates, as much as five dollars. The ad-smith shall then send, by 
letter-mail, a copy of the advertisement cut from the paper, in a sealed envelope, addressed 
to the Editor of the American Newspaper Directory. He shall also send to the same ad- 
dress a perfect copy of the paper, with the advertisement inarked. Upon receipt of these, 
the editor of the Dooney Sal clus a copy of the Directory (the issue for 1896) to be sent 
at once, free (carriage paid at this end), to the ad-smith, at his address, as given in his 
letter. Once each week the advertisements received will be compared, and the best adver- 
tisement received within the week will be inserted in Prinrers’ Ink, together with the 
ad-smith’s name and the name of the paper in which the advertisement ee 2 and a free 
copy of the Directory will then be sent (carriage paid from this end) to the publisher of the 
paper in which the advertisement appeared which was thought to be the best. 

The first advertisement in this competition appeared in Printers’ Ink of January 22d. 
The last advertisement will appear in Printers’ Ink of July 15th. No advertisement 
will be considered which reaches the editor of the American Newspaper Directory later 
than July 4th. The result of the competition will be announced in the issue of July 22d. 

As soon as practicable, after July 4th, a letter will be written to the constructors of the 
twelve (12) advertisements that have been pronounced the best and each will be invited to 
furnish a portrait photograph from which may be made a half-tone portrait to be exhibited 
in the pages of Printers’ Ink; and a little later, but as soon as possible, a second letter 
will be written to the constructors of the six (6) advertisements deemed best of the twelve 
(12), said letter to set forth the terms of the competition and be signed by the publishers of 
the Directory; and three of these letters shall each contain a check for $100, payable to the 
order of the ad-smith, and one letter shall contain a check for $500, payable to the ad- 
smith who is thought to have constructed the one advertisement better calculated than any 
other to perform the service for which its construction was invited. The dates upon which 
the best five advertisements were received (that remain after the best of all has been 
selected out of the six chosen ones) shall then be noted, and from among them that one of 
the five which came in last shall be excluded, and to the one of the four remaining which 
was received at the earliest date a check for $200 shall be awarded. 

It will be observed that what is wanted is the advertisement most likely to sell a book. 
If the constructor of the advertisement happens to be the editor or publisher of a paper, 
and believes that he can make a more effective announcement by saying what he has to say 
in reading matter, either editorial or other, it will be his privilege to carry out the idea. 

Any ad-smith or publisher may, if he likes, make up many different ads and insert 
them all in one paper, but only one copy of the Directory will sent for all unless some 
prove to be the best appearing for a week. In awarding the cash prizes, however, each 
of the many ads will have consideration on its own merits, even if all the prize money 
should go to one ad-smith or one paper. In deciding upon a prize advertisement, the 
circulation of the paper in which it appears is not considered. 

Address all communications to 


Editor of AMERICAN NEWSPAPER DIRECTORY, 10 Spruce St., N. Y. 


The advertisement appearing on the following two pages, written by C. Wesley Mar- 
tin, of Indianapolis, Ind., and appearing in the Emsign of that place of May 22d, was ad- 
judged best of all received in the 20th week of the $1,000 competition of the American 
Rowepener Directory, in which 3 advertisements were received. 














AN OPEN LETTER. 


INDIANAPOLIS, May 22, 1896. 
Messrs. Armour & Co., Chicago, Il’.: 

GENTLEMEN—I have yours of recent 
date, in which you answered my in- 
quiry by saying that you did not use 
the American Newspaper Directory, 
published by Geo. P. Rowell & Co., 
in making up your list of publications 
for advertising purposes. As your 
time is probably too valuable to allow 
the perusal of further correspondence 
from me, I take the liberty of using 
your letter as a basis from which to 
state, in reply thereto, the various rea- 
sons why you and every other firm or 
person which advertises anything, in 
any publication, of any kind, anywhere, 
at any time, should have this unequaled 
publication at hand at all times. I 
also take the additional liberty of or- 
dering for you from Messrs. Rowell a 
copy of the last issue of the Directory 
in question in order that you may verify 
by examination all statements which 
I make in this conne tion. The book 
will come to you carriage paid ; please 
accept it with my compliments and the 
assurance that a perusal of the infor- 
mation contained between its covers 
will declare large dividends on your 
next advertising appropriation. 

This examination will reveal several 
facts pertinent and essential to any ad- 
vertiser, perhaps the most important of 
which is the Gazetteer feature and the 
Guaranteed Circulation Ratings. Of 
these I wish to speak at length. 

The Gazetteer is especially advan- 
tageous to the advertiser for the reason 
that it gives all essential features of 
each city and town in every county in 
the United States, Canada and Mexico 
where a newspaper or other publica- 
tion is maintained. By consulting this 
department the advertiser sees at a 
glance all peculiarities of the locality, 
the industries, whether agricultural or 
manufacturing ; if the latter, the kind 
is stated, if any industry predominates, 
that fact is stated. For instance, you 
will find by reference to page 906, that 
in Skagit County, Washington, is lo- 
cated 


ANACORTES, population 1131, on 
Seattle, Lake Shore & Eastern and Seattle 
& Northern railroads and Puget Sound, 15 
miles north of La Connor and 9% miles from 
Seattle. Has saw and shingle mills, and a 
sash and door -~ band hoop and x fac- 
tory. AT int for coal and iron. 
—— lumbering and fishing region, 
and a wheat, coal and iron market. 

Here are eleven hundred people who 


ought to be told of the merits of those 
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matchless meat products of yours. They 
can be reached through the columns 
of their only paper, which, the Direct- 
ory tells us at once, is the 


AMERICAN, published on Thursdays, 
republican in polities, f four 8 15 , sub- 
scription $2, established in Douglass 
Allmond editor and publisher. Circulation, 
smallest edition issued within a year, 500. 

A circulation of 500 covers a com- 
munity of eleven hundred as thoroughly 
as possible—you know that, and right 
here is the strong point of the Ameri 
can Newspaper Directory; the publish- 
ers, George P. Rowell & Co., will 
guarantee that the American, puablish- 
ed at Anacortes, Washington, HAS a 
circulation of 500, and will send a check 
for $100 to any one who will prove to 
the contrary. Therefore, if you should 
conclude to place an advertisement in 
the American you are guaranteed that 
it will reach 500 people of the class 
that use what you make money by sell- 
ing. 

I have only referred to the above 
town and paper because of its very 
complete illustration of the informa- 
tion given in the Directory for each 
town and paper, no matter how remote, 
the truth of the above class of circula- 
tion ratings being guaranteed bya $100 
forfeit in the case of every publication 
in the United States, Canada and 
Mexico. There is no city or town any- 
where in America where a newspaper 
is published but you will find cata- 
logued in the above complete manner in 
the American Newspaper Directory. 

I think people who prefer to experi- 
ment in their advertising when such 
information as this (backed by solid 
cash) is available, are not using the 
discretion of good business men, don’t 
you? 

I believe that you will be surprised 
at the completeness and magnitude of 
the American Newspaper Directory. 
You will find, upon examination, that in 
it are catalogued over 20,000 newspa- 
pers and other publications with, as 
above stated, all other pertinent in{or- 
mation. 

In Part II these are re-catalogued 
under an alphabetical arrangement by 
counties, the population of these being 
given so that the advertiser may judge 
of the propriety of investing money 
there. 

In Part III is a recapitulation of 
those publications only having a circu- 
lation of over 5,000 copies. This is 
very useful to the advertiser wishing 
to reach a large number of people with 
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a smail number of papers, and is alone 
worth many times the cost of the book. 

In Part IV is a list of all Sunday 
papers, their circulation, etc. The 
great growth of the Sunday papers of 
late years makes them especially valu- 
able to the.advertiser. 

I have been especially interested 
(and I believe you and every other ad- 
vertiser will also be) in the information 
conveyed in Part V, which is a list, ar- 
ranged by States, of what are known as 
‘*class publications.” The space and 
time at my command prevent giving 
the entire result of my examination, 
but I find, among other things, that 

There are catalogued in this depart- 
ment Sixty-nine Religious Papers, hav- 
ing aggregate GUARANTEED circula- 
tions of 2,364,238 copies each issue, 
being located in every part of the coun- 
try. Messrs. Rowell & Co. stand ready 
to send their check for $100 to any one 
who will show that any one of these 
sixty nine publications has less than 
the circulation which the Directory 
quotes and guarantees. 

I find, also, that there are Forty-two 
AGRICULTURAL PAPERS, 
having an aggregate GUARANTEED Cir- 
culation of 1,995,122 copies each issue, 
with the same guarantee of $100 in 
each of the 42 cases that you get ex- 

actly the circulation quoted. 

I find also that there are Fourteen 

‘* HOUSEHOLD "’ PUBLICATIONS 
having a GUARANTEED aggregate cir- 
culation of 1,788,468 copies each issue, 
this being guaranteed by Messrs. 
Rowell & Co. with the $100 forfeit in 
each of the fourteen cases. 

If you wanted to reach the Germans 
of this country (and every advertiser 
knows that they are among the most 
thrifty of our foreign population) you 
would find that there are 147 publica- 
tions in the 

GERMAN LANGUAGE, 
having an aggregate GUARANTEED Cir- 
culation of 883,307 copies each issue. 
Of these, twenty-five, with a guaran- 
teed circulation of 277,178 copies each 
issue, are in the State of Wisconsin. 

I might go on for pages, quoting 
facts of vital interest to you and every 
advertiser, but when I again say that 
you can learn anything about any pub- 
lication anywhere in America by re- 
ferring to this book, I state only a fact 
susceptible of proof at your own hands. 

A good many years ago it was 
thought by a few publishers that they 
only had to patronize the Directory in 


order to get any circulation rating they 
desired ; a good many of them tried it 
—all of them failed, one being ex- 
posed as a circulation liar whose pat- 
ronage amounted to thousands per 
year. It is the principle of unswerv- 
ing fidelity to truth and justice here 
illustrated that has placed the Ameri- 
can Newspaper Directory in the posi- 
tion it occupies to-day—that of being 
the only absolutely reliable publication 
of the kind, the only one that puts any 
guarantee behind its circulation rat- 
ings, the only one that pays cash for 
its business and inserts advertisements 
only for cash. 

It has now been published each year 
for twenty-eight years, all the time un- 
der the personal supervision of Mr. Geo. 
P Rowell. You ought to know Messrs. 
Rowell—you will find that they and 
their publication, the American News- 
paper Directory, have the reputation 
wherever known of doing what they 
agree to and telling the truth in every 
instance. 

You will notice that the book is hand- 
some in its appearance, printed on first 
quality book paper, clean and clear 
typographically, and bound in the most 
substantial manner — the kind that 
opens flat at any page. It is worthy a 
place in any library. 

I have this day forwarded to Messrs. 
Rowell letters from the J. C. Ayer Co., 
Lowell, Mass., E. C. Stearns & Co., 
Syracuse, N. Y., and C. 1. Hood & 
Co. You will recognize these as firms 
that are the largest advertisers in the 
country—and, they say in these letters, 
they are guided in their newspaper ad- 
vertising by the information found in 
the American Newspaper Directory. 
Similar testimonials have been given 
from time to time by the W. L. Doug- 
las Shoe Co., Brockton, Mass., Messrs. 
Van Houten & Zoon, New York, 

‘Jones, of Binghamton,” and scores 
of other equally large and prominent 
advertisers. 

Having fo'lowed me thus far, you will 
doubtless be doubly interested to learn that 
the American Newspaper Directory for 
1896 zs just published, and ready for deliv- 
ery this week. It has al them rits of the 
copy I have ordered for you-in fact it is 
better because it is brought down to date. 
The price is the same as ever—$5.00, car- 
riage paid. You ought to order it at once. 
Address your order to 

Geo. P. Rowell & Co., 
10 Spruce St., New York. 

With apologies for the lengtis of this, which 
is for the information of all advertisers who 
want what they pay for, I am, 

Very truly yours, 
C. Wes_ey Martin, 
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American 
Newspaper Directory 
for 1896 


Now Ready. 


Users of this Directory should bear in mind that the circulation ratings 
accorded do not purport to be the editions at present printed by the papers, but 
the average issue put forth in the year 1895. 

While the revision of the Directory was in progress, every publisher was 
communicated with and invited to furnish a true statement of his actual issues 
during 1895. 

It he furnished the requisite statement, duly signed and dated, it was 
accepted and his paper was rated in accordance. 

If he furnished a statement that was not sufficiently definite to answer 
the purpose, it was returned to him, together with a sample statement showing 
wherein his own had failed to be sufficient. 

To the publisher who did not reply at all, a second communication was 
addressed, in which he was told what circulation rating would be accorded his 
paper if no more recent information came to hand. 

It was the practice to decline to increase a circulation rating above the 
figures accorded in the Directory for the preceding year unless the information 
upon which the increased rating was to be based was definite and signed by 
some one competent to convey the information. 

To any publisher who sent in a true statement in detail of his issues for 
1895, duly signed and dated, and who is not rated in the 1896 Directory in 
exact accordance therewith, a reward of $100 will be paid on presentation of 
the proof. 

To be correctly rated in the Directory did not cost any newspaper 
publisher anything. If he knew how many copies he printed and would tell, 
his report was accepted and its accuracy guaranteed. 

An advertiser is more interested in knowing what the edition of a news- 
paper will be to-morrow, next month or for a year to come ; and this he may 
learn from the newspaper’s own statement, which will be believed if reasonably 
consistent with the Directory ratings for the year that has passed. Informa- 
tion concerning present and future circulation the publisher of every news- 
paper is permitted to convey, in the advertising pages of the Directory or in a 
statement directly following the description of the paper in the catalogue, 
being always preceded by the word Advertisement. 

The Directory is a handsomely bound book of 1,500 pages, and will be 
sent to any address on receipt of price. 


Price $5.00 


Orders should be addressed to 


GEO. P. ROWELL & CO., Publishers, 10 Spruce Street, New York, 
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Trade winds 


caused by 
Advertising 

blow money 

into the pockets 
of the advertisers. 


Trade winds are strong coming from the 
more than million readers of the 


Ladies Home 
Companion 


GUARANTEED CIRCULATION 


220,000 Copies each issue 


They will blow your way if you 
advertise in it. 
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Mast, Crowell & Kirkpatrick, pubiishers, 

/ Springfield, Ohio. 

| Eastern Office : Western Office : 

| Times Bipc,, New York City. Monapnock BLk., Cuicaco, IL. 

| (Joseph W. Kennedy.) (C. Heber Turner.) 
ll 
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that we never carried an “ad” in our 
papers until they were self supporting 
from sales. It took two years to get them 
on a paying basis without running ad- 
vertising. When we first made “ad” 
contracts we agreed to Prove Circulation, 
and we have not only done so, but have 
exceeded the amount contracted for from 
five to ten per cent each year. ete 
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PULLERS— 


you’ve heard this many times. Try it 
for yourself and know by experience. 








‘ Rates, $1.60 per Agate line, per st W. D. BOYCE CO. 


issue. Any “‘ ad” may be cancel- 
ed at any time at pro rata rate. 


Chicago, Illinois.......0+. 
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T.C, EVANS, THE OLDEST LIVING GEN- 
ERAL ADVERTISING AGENT. 
Office of T. C. Evans’ ADVERTISING 

AcEncy, Established 1362. 

Tremont Temple Building, Rooms 712- 
713. 88 Tremont Street, 

Boston, Mass., May 16, 1896. J 
Editor of Printers’ Ink: 
Ido not know whether you have noticed 
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omissions, not the least of which (I may be a 
prejudiced party) is the omission of my own 
name. 

I have an article written by Mr. A. D. Mc- 
Lean, formerly with Mr. hey which con- 
tains an interview with myself, which I 
would like very much to see in the columns 
of Printers’ Inx. I inclose it, and if you 
see fit to use it, well and good; if you want 


a portrait of the undersigned I will send you 


























T. C. Evans. 


in Depew’s One Hundred Years of American 
Commerce the article signed by F.W. Ayer, 
on Advertising. I wish you would (if you 
have not already) read that article, and par- 
ticularly the three paragraphs on Page 79 
commencing “ The first beginning.” I think 
it would be difficult for any other man to 
write three paragraphs of equal length con- 
taining so many glaring misstatements and 


one. If you do not want to use it all, use a 
part, omitting the long list of customers’ 
names that I have there, for this article was 
prepared for home consumption as well as 
foreign. If you do not care to use it, will 
you kindly return it to me. 1 inclose a 
stamped envelope for that purpose. 

Yours very truly, T. C. Evans. 

See p. 80 about magazine advertising. I 
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sent Harper's Magazine advertising in 1867, 
I think. 


SOME OMISSIONS NAILED. 


In volume 1 of ‘One Hundred Years of 
American Commerce,’’ recently published, 
appears an article on “* Advertising in Amer- 
ica,’ purporting to come from the penofa 
general advertising agent. 

The essay was intended as an authentic 
record on the subject. But to one familiar 
with it the lesson derived from reading the 
article is more humorous than valuable, for 
it would seem to bea record of errors and 
omissions rather than of historic facts, I will 
not intrude on your gaa by giving a 
lengthy synopsis of the points at issue. In 
fact, ould ignore the subject entirely 
were it on evident that the failure to men- 
tion among others of his class one who has 
held a foremost position in the field of adver- 
tising, and one who is to-day the oldest liv- 
ing general advertising agent in America, 
was done not from lack of specific knowledge 
nor yet was it the result of an accident. I 
am sufficiently acquainted with the position 
of the misinformant to vouch for.this. And 
when I give it as my unbiased opinion that the 
failure to mention the name o =vans, 
Boston, was a discourteous, maliciously i in- 
tended slight to an honest competitor, 
glances at the facts will amply justify the as- 
sertion, for his connection with the world of 
advertising has been so conspicuous and so 
helpful, covering a period of over 34 years, 
that an unbiased man at all familiar with a 
vertising would surely have at least given Mr. 
Evans the credit due him. Indeed, the his- 
tory of advertising, without recording the 
achievements of Mr. Evans, would be incom- 
petent, incomplete—a record of omissions. 

During a late interview with Mr. Evans 
on the subject, he said: ‘* My first experi- 
ence in soliciting advertisements was for the 
Commercial Bulletin of this city, a paper 
with which I was connected from the second 
issue in mse hs 1859, to January, 1862. I 
was employed at first as a solicitor for sub- 
scriptions, going to Portland, Me., on an ex- 
perimental trip; afterwards working i in Bos- 
ton and canvassing the business portion of 
the city thoroughly. 

During the first year of its existence Mr. 
G. F. Spaulding, who is still living and at 
present connected with the Boston Glode 
(formerly connected with 7he Traveler), was 
advertising solicitor. At the end of the year 
he returned to /he 7raveler and I assumed 
his place, and one of the first advertisements 
I succeeded in securing was from Wm. Bond 
& Co., the celebrated watchmakers ard 
jewelers, whose office was then on Congress 
street. Here let me say that the Commercial 
Bulletiwis one of the few papers which, as 
far as my knowledge extends, retains ‘the 
same identical scale for advertising that it 
first adopted in 1859—$x a square of six lines 
each insertion, wub no discount except for 
an advertisement running thirteen weeks or 
longer, when the unvarying rate was and is 
$10 a square per quarter, or $40 per annum. 

bout the middle of December, 1861, know- 
ing that my connection with Zhe Bulletin 
would cease early in January, I went to one 
of my early Boston friends, Mr. D. S. Ford, 
one of the publishers of the Vouth’s Com- 
panion and the old Watchman and Re- 
flector. He very kindly offered to sell me a 
column in the Youth's Companion, with the 
privilege of filling that column during the 
year with any advertisements I might secure, 
changing the form as frequently as desired, 
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for the enormous sum (?) of $100 for fifty-two 
insertions, 

Being a comparatively young man with a 
family on my hands, without a dollar of cap- 
ital, with little or no money in circulation, 
‘er stamps being used for currency, I 

esitated considerably before assuming, to 

me, so great a responsibility. After poe dhend 
deliberation, however, I aid, and the first 
advertisement I secured was from Mason & 
Hamlin, I purchasing one of their melodeons 
at $75, agreeing to give them $37.50 in cash, 
whenever I could raise it, and a quarter col- 
umn in the Youth's Companion for three 
months for $37.50. I should like to buy a 
quarter column in the Youth's ( ompanion 
to-day for forty times that amount, consider- 
ing that I had made a great bargain. 

Leaving the Commercial Bulletin on a 
Saturday night, 1 went to the Merchants’ 
Exchange News Room as a solicitor for an- 
nual a the following Monday 
mornin, Within a very few days after I 
went there a dispute arose between Mr. 
Palmer, the party who hired me, and Mr. 
John Smith, the old proprietor, as to the 
ownership, and after lying idle for two or 
three weeks, until my funds ran out, I looked 
around to see what I could do, my Companion 
space being all filled up. 

I again went to Mr. Ford and made ar- 
rangements with him to canvass for adver- 
tisements for the Watchman and Reflector. 
Very soon other publishers, hearing of my 
success, sent for me and asked me to solicit 
advertising for them. I took on one paper 
after paceee To until, in a very few weeks, I 
was soliciting advertisements for nearly ail 
the religious and the two agricultural papers 
cf Boston which admitted advertisements 
(the Cultivator, under the management of 
Mr. Otis Brewer held out for years, and 
would not admit any advertising at all at any 
price), said list consisting of the 
Watchman and Reflector...Now the Watch- 
e - man). 

on ag a od 
Christisn Regi 
Trumpet and (Afterwards the 

Universalist, and 

now the Chris- 

tian Leader). 
-(An Episcopalian 
aper, whic 
ong since ceased 
publication). 
New England Farmer and 
the Mass. Ploughman. 


I continued through the summer earning a 
very fair income, larger by far than I had 
ever earned before, until, in August, 1862, 
my patriotic impulses got the best of me, and 
I agreed at a town meeting held in Melrose, 
where I resided, either to gnlist for three 
— myself or send a substitute. The Se- 
ectmen of Montrose took sides with my 
oon wife and insisted on my staying at 
ome and sending a substitute, which I did 
in the person of Samuel Tobin, who joined 
the Ninth Massachusetts Battery. 

After the second Bull Run Tattle, how- 
ever, and when nine months’ troops were 
called for, I could no longer restrain myself, 
and I enlisted as a private in Company D, 
Forty-fifth Massachusetts Regiment. Volun- 
teers, going with the regiment early in Sep- 
tember to Readville, and remaining there un- 
til early in November. 

As long as I remained in camp, I used to 
get a furlough every two weeks, Saturday 
afternyon, come into Boston, collect my cur- 
rent bills and receive a new order from two 


omen eee 


Christian Witness....... 














or three regular customers, the best of which 
was the time-honored firm of John H. Pray, 
Sons & Co. Of course, after we left Boston 
and went to Newburne, North Carolina, I 
could no longer visit them, and my business 
was utterly neglected, or nearly so, from that 
time until January, 1863. While lying severely 
wounded in Foster General Hospital, my 
wife secured a renewal of a contract which I 
had running in the papers before mentioned, 
and which on my return in February I en- 
tered on a little memorandum book (which I 
now have and regard as almost priceless), 
under the date at which it was taken, Jan- 
uary 11th. 

The contract was for a half column (if my 
memory serves me right), which ran 13 times 
e. 0. w. in said papers for $229. The first 
entry | have after this was Feb. 12th, when 
J. Lovejoy & Co. gave me an order for the 
Congregationalist, 3 inches 4 weeks, for 
$7.50. I mention these prices as an indica- 
tion of the change in advertising rates since 
that day. The gentleman who gave me that 
order is Mr. Elbridge Torrey, of the firm of 
Torrey, Bright & Capen. 

From that day to this I have been continu- 
ously in business. I have seen the Fouth’s 
Companion grow from a circulation of 14,000 
in 1861 to 525,000 in 1896, and its advertising 
rate from a net rate which I paid them (re- 
duced to lines) of less than 1 cent per line to 
the agerts’ lowest net rate per line, for 1,000 
lines or more, of $2.52 per line. At that 
time, and for many years after, the (to me) 
always absurd system prevailed of charging 
by the square. If I remember rightly, a 
square in the fifties, and perhaps up to ’6r 
and ’62, consisted literally of a square in the 
columns, and as I remember the Boston Ad- 
vertiser and other Boston journals used to 
charge for e. o. d. 2% inches deep (the col- 
umns being about 24% wide) paper included, 
$75 | ad annum. I am not sure but one or 
two daily papers accepted it even at less price 
than this. 

I believe, though I do not want to assume 
too much, that I was the first man that sug- 
gested the absurdity not only of charging by 
the square, which is so indefinite that it 
would puzzle a Philadelphia lawyer to know 
what was meant by a square, for in the early 
days of my business a square was 
4 lines in the Baltimore American. 

8 lines (afterwards 6) in the Boston Journal. 
8 lines in the Boston Transcript. 


10 Providence Journal. 

“= ‘* Worcester Spy. ‘ 

14 ** ‘* Watchman and Congregation- 
alist. 

16 “ ‘* One other paper, the name of 


which I cannot now re- 
member, 

but the equal absurdity of charging $1 a 
square for the first insertion and 50 cents for 
the second. I am sure that I suggested this 
to the religious papers at a very early date, 
and they seeing the force of my suggestion 
changed their rate to the line rate long before 
the daily papers did. 

I have in my hand a card which was print- 
ed in 1865, which reads as follows: 





EVANS & LINCOLN, 
Advertising Agents, 
129 Washington St., Boston. 119 Nassau St., 
w York. 
T. C. Evans. A. F. Lincoin. 
Special attention 


P. S. Evans. 
iven to the insertion of 


advts. in all the religious and agricultural 
rere throughout the United States and 
(Over.) 


ritish provinces. 
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We are the special agents for the following 
papers, against which will be seen their rates 
of advertising per solid line, from which a lib- 
eral discount is made to large advertisers. 
Special information will be given on appli- 
cation at either of our offices : 
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One Two Four 

time. times. times. times. 

Boston Recorder....... 1 18e. 2c. Se. 
Boston Watchman and 

Reflector ............. Ibe. 2%e. 39e. 52c. 

Boston Christian Era.. 8c. 3c. 8c. 23e. 

Boston Universalist... 10c. i8e. 2c. 28c. 
Boston Youth’s Com- 

SR 0c. 6c. 2c. 28e. 
Boston Advent Herald 6c. Wc. 2c. lac. 
Boston New England 

Si ciradvediicesmn We. We. 36c. 
Boston Massachusetts 
Ploughman .......... 12e. 6c. 20. 
Dover, N. H., Morning 
MEE \dhnecheenetene sons 9c. 8c. Sie. 
Portl , Me., Zion’s 
SD ni vewnanenes 12. be. 18e. 
Hartford,Conn., Chris- 
tian Secretary........ We. 3c. 16c. 
Hartford, Conn., Re- 
ligious Herald... 6c. 0c. I8c. — I6e. 
Hartford, Conn., 
‘hurchman........... . We 6c. 
Leslie’s llustrated Newspaper, 
inside ... ---. - $1.00 per line. 


Outside. 





cae 1.0 per line. 
COUNTRY PAPERS. 4 

Parties wishing to advertise in country 
papers throughout New England will find it 
to their advantage to advertise their business 
through us. : 





I took Mr. Lincola into partnership with 
me in 1864, the partnership continuing until 
late in 1866, since which time I have been sole 
proprietor of the agency which bears my 
name, my brother having retired late in ’65. 

The most amusing and instructive feature 
of this card is the line which refers to the 
Youth's Companion. At this time I was 
paying / he Companio”,if my memory serves 
me right, $1,000 for the entire space devoted 
to outside advertising (three columns), they 
reserving a half column for their own use, 
so that there were two columns on the fourth 
page (it then being a four-page paper) and 
one and a half columns on the third. The 
four-time rate of the Youth's Companion, as 
will be seen, was seven cents a line. 

Another entry which I look back on with 
a great deal of interest is the first entry that 
l ever made for Perry Davis & Son, Provi- 
dence, R. I., which was the beginning of a 
very large business with them, continuing 
through many years. It was as follows 
(notice the price per leaded line in the various 
papers): 

Nov. 14, 1863. 
Perry Tavis & Son, Providence, R. 1.: 

A series of business notices, two times 
each. 

Watchman and Reflector, 14 cents per lead- 
ed line, each insertion. 

ion’s Herald, 14 cents per leaded line, 
each insertion. 

Recorder, 12 cents per leaded line, each in- 
sertion. 

New England Farmer, 7 cents per leaded 
line, each insertion. 

Ploughman, 7 cents per leaded line, each 
insertion. 

Trumpet and Freeman, 8 cents per leaded 
line, each insertion. 

Christian Era, 7 cents per leaded line, each 
insertion. 

Youth’s Companion, 7 cents per leaded 
line, each insertion. 

. Witness, 6 cents per leaded line, each inser- 
tion. 

Register, 6 cents per leaded line, each in- 
sertion. 











22 


Glancing over this and another memoran- 
dum book, I find between June 11th and De- 
cember 28th, 1863, entries of the followin 
familiar names, some of whom I have had 
on my books from that day to the present, 
with scarcely any intermission: 
ee H. Pray, Sons & Co., carpets. 
. Ditson & Co., music. 
E. & G. G. Hook (now Hook & Hastings), 
church organs. 
. L. Goldthwaite, carpets. 
ushman & Brooks, dry goods and notions. 
Roberts Bros., publishers. 
Guy Lamkin, boots and shoes. 
Mason & Hamlin, cabinet organs. 
Fairbanks & Brown, scales. 
Donald & Kennedy, Kennedy’s Medical 
Discovery. 
B. W. Dunkiee & Co., stoves and fur- 


naces. 

A. B. Wilbor (deceased only a few days 
ago), cod liver oil. ‘ 

A. P. Lighthill, M. D., medical specialist. 

Childs & Jenks, pictures and frames. 

. E. Tilton & Co., publishers. 

3rover, Baker & Co., sewing machines. 

W.R. Bacall, furniture. 

Shreve, Stanwood & Co. (now Shreve, 
Crump & Lowe), watches and jewelry. 

Ww. B. D. Simmons & Co., church organs. 

Bartlett & Butman, trusses. 

S. S. Williams, mourning goods. 

S. D. & H. W. Smith, cabinet organs. 

W. L. Bradley, fertilizers. 

Howe & Stevens, family dyes. 

S. M. Pettingill & Co., advert sing agents. 

Chas. H. Baker & Co., paper hangings. 

N. E. Carpet Co., carpets. 

A. Lewando, dye house. 

Haley, Morse & Boyden, furniture. 

re A. Jackson, hats and furs. 

aylor & Co., iron. 

Geo. W. Chipman, Fowle & Co., carpets. 

R. Greene Medical Institute (now Greene’s 
Nervura), medicines. 

Fowle & Pease, carpets. 

Daniels, Kendall & Co., furniture. 

Whittemore, Belcher & Co., agricultural 
impiements. 

Buckley & Bancroft, furniture. 

Oliver Ames & Sons, agricultural imple- 
ments. 

Gardner, Chilson, stoves and furnaces, 
and many others. 

Within a very short time from the above 
date, 1863, I entered into very pleasant busi- 
ness relations, and I believe mutually profit- 
able, with a large number of extensive adver- 
tisers, including such firms as: 

James Pyle, New York, O. K. Soap (now 
James Pyle & Sons, Pearline). 

Magee Furnace Co., stoves and furnaces. 

John I. Brown & Sons, bronchial troches. 

Curtis & Sons, Mrs. Winslow’s Soothing 
Syrup. 

ji Recaun & Co., Flavoring Extracts. 
Mason Bros., publishers. 

Ticknor & Fields, publishers (afterwards 
Fields, Osgood & Co., J. R. Osgood & Co., 
now, after various changes, Houghton, 
Mifflin & Co.). 

Crosby & Nichols. 

Harvard University. , 

Gannett Institute for Young Ladies. 

N. E. Conservatory of Music. 

Bryant & Stratton, 

And scores of others, with many of whom I 
am doing business this day and have been 
continuously. 

I have taken the pains since the above in- 
terview to investigate the matter, and the 
record of Mr. Evans’ earlier career is as fas- 
cinating asafrontierromance. In 1862 there 
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were but six legitimate general advertising 
agencies in America: 
S. M. Pettingill & Co..Boston and New York. 








35 =e Boston. 
John Hooper......... New York. 
C. HL. Sctiven. ...ccces Chicago (Mr. Evans’ 


first cousin, one of 
his playmates in Old 
England, and only 
two months his jun- 
ior). 

Mr. Evans, and possibly 

Mr. S. H. Parvin, of Cincinnati. 

Passing over the chronological errors and 
omissions as to the earlier agencies and their 
successors, I wish to call particular atiention 
to the erroneous statement that (page 79) 
“‘the first permanent publication a this 
character greyed directory) was started 
in 1869.” have before me a copy of Mr. 
Evans’ Hand-Book, bearing date of two 
years prior, or 1867. It is a really historic 
specimen of typography and business liter- 

style, not rivaled fe even the similar 


publication of to-day. It has been published 
nearly every year since, “‘ The Twentieth 
Editioa” now ress. It 


oing through the 

is one of the veal most valuable publications 
of this character extant, for it is focused to 
the necessities of a busy, hustling generation 
whose motto would seem to be “time is 
money.”’ 

Mr. Evans was the first advertising agent 
to give the public the free use and benefit of 
his knowledge of certain classes of pa 
In fact, his supplementary lists dating 
to 1867 or 1868, and continuing tothe present, 
were an encyclopedia of advertising, invalu- 
able to every energetic business man, for 
while other earlier lists simply gave the 
names of the papers, Mr. Evans’ lists gave 
the additional and most practical information 
by stating explicitly not only the papers, but 
also their circulation, their advertising rates 
and the class of people each reached. This 
proved of incalculable service to the adver- 
tising fraternity at large and especially to 
prospective advertisers. 

Why any writer on the subject of advertis- 
ing should overlook such a publication and 
the house from which it emanates, and give 
preference to a subsequent book, is hard to 
comprehend. It is just suchan instance as 
recalls one’s attention to the ease with which 
one can give erroneous information and have 
it recorded as immaculate, historic fact. 

Evidently the author was writing entirely 
within himself, or rather he was labor- 
ing under the burden of his own im- 
mensity and writing entirely within the 
radius of his limited experience, for on 
matters prior to his own advertising 
existence he hits far off the mark. For 
instance, on page 80, he gives the reader to 
understand that Harfer’s New Monthly first 
opened its columns to the insertion of foreign 
advertising inthe year 1882. As a matter of 
absolute fact, Mr. Evans commenced insert- 
ing advertisements in that publication sev- 
enteen years previous, or not later than 1867. 
Thisis a fair sample of the value of the ar- 
ticle as a matter of advertising history. 

Still further, to show the value placed upon 
the earlier connections of Mr. Evans with ad- 
vertising, I need only quote a few extracts 
from prominent newspapers dating back into 
the memorable sixties. 

From Boston Daily 7ranscript, 1866: 

“Mr. T. C. Evans, who succeeds to the ad- 
vertising agency of the late firm of Evans & 
Lincoln, at No. 129 Washington street, is a 
prompt and reliable business man with whom 
itis as pleasant as profitable to conduct trans- 


ack 
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actions. He has unrivaled facilities for pro- 
curing the insertion of advertisements in the 
religious and agricultural papers through the 
United States and the Canadas, and also the 
country press generally, together with the 
weekly journals of the large cities.” 

From the Portland, Me., 7ramscript of 


July 6, 1867: 

=z aes, of Boston, one of the most 
efficient and reliable advertising agents in 
the country, has issued an elegant little Ad- 
vertisers’ Hand-Book, containing many valu- 
able suggestions to business men, together 
with a full list of the best periodicals in the 
United States and British Provinces in which 
to advertise. The motto on the title page is, 
*Systematic and persistent advertising the 
sure road to success in business.’ ” 

I have before me a hundred or more of such 
notices of various dates from 1866 to 1896, and 
a perusal of them can but convince any rea- 
sonable person that Mr. Evans has evidently 
been a ome | factor in promoting legitimate 
newspaper advertising almost from its incipi- 
ency up to the present time. One of the 
partners of a prominent advertising agency, 
now in business for himself for over twenty 
years, secured his schooling through his ten 
years of service in the employ of Mr. Evans. 
And another gentleman, now the head buok- 
keeper of another agency, spent twelve years 
in the service of Mr. Evans. These instances 
alone would seem to indicate the validity of 
Mr. Evans’ claim as to his long established 
connection with newspaper advertising. 

Now, it strikes me that the rules of com- 
mon business etiquette and a desire to present 
the facts as they are would place a business 
gentleman in honor bound to give the public 
the truth. Mr. Evans’ Hand-Book is surely 
entitled to the credit of being the first and 
oldest permanent newspaper directory, and 
the name of Mr. Evans should certainly have 
appeared among those of the earlier agents. 
Animosity alone can account for the absence 
of any mention of them in the publication 
first referred to. 

It may not be amiss for me to here state 
that I am personally acquainted with Mr. 
Evans, and that although he now wears the 
silvery crown that comes with ripened years, 
his step is still elastic and buoyant, his judg- 
ment unwarped, and his resources for placing 
writing and designing advertisements are on 
a par with the best. His new offices in the 
new Tremont Temple are a model of sys- 
tematic arrangement and convenience, typical 
of his methods of doing business, always 
promptly, always conscientiously, always 
with an eye singled to the advertisers’ best 
interests. Around him he has gathered a 
staff well trained in the ethics of advertis- 
ing, and I predict for him_an even greater 
career than in the past. For all who place 
their advertising in his charge are sure of re- 
ceiving in return the best service at the low- 
est cost at which that best is ever obtainable. 
Long experience, strict integrity, have earned 
for him the richest encomium, the confidence 
and esteem of the newspaper and advertising 
fraternity. Thirty-four years of unbroken 
connection in one business means more than 
a mere repetition of words. It is a gold mine 
of knowledge, invaluable to the man who is 
fortunate enough to take advantage of it. 

I hope newspaper publishers in general and 
all those who are interested in advertising 
will take cognizance of the spirit of justice 
and fairness in which this communication is 
written. A. DonaLtp MacLean, 

Boston, May 14, 1896. 
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FROM CHICAGO. 


A photographer has out a sign that is a 
neat turn of the line, “* Secure the substance 
ere the shadow fail,’ by turning it around to 
ee ** Secure the shadow ere the substance 

ail.’ 

Two new words are displayed on a window 
in Madison street. The same room is occu- 
pied on one side by a job printer and on the 
other by a sign painter. The job printer has 
a sign up, notifying the public that his 
** printery ”’ is there, and the si ainter has 
his shop named a “signery.’ don’t see 
why these are not good words, and they are 
certainly expressive. 

Seigel, Cooper & Co. have their grocery 
department decorated in a style that is draw- 
ing immense crowds to their store. In this 
department the floor is filled with booths 
draped in the colors of the various nations. 
and behind the counters are young men and 
maidens in the national costume of the coun- 
try the booth represents, while the articles 
for sale in the booths are those that come 
from the country represented. For instance, 
the dairy department is fixed up to represent 
Holland, and Hollanders wait on customers. 
Americans, represented by boys in Indian 
costume and clerks in cowboy costume, sell 
meats; pretty Italians sell macaroni, Arabians 
dispense coffee, and so on through the list 
of nations. Besides this spectacular attrac- 
tion, there is a band of negro minstrels, an 
electric piano playing itse!f, the Queen of 
May dispensing favors in the shape of tick- 
ets giving the holder free samples of various 
goods ; Little Red Riding Hood, as big as life, 
with a dreadful stuffed wolf by her side, and 
Mary and her little lamb, capering about 
among the people. In a corner behind a 
screen a baby elephant is shown at a small 
fee, the proceeds of the show going to the 
“ Babies’ Fresh Air Fund,” which is sup- 
portec by the Chicago Aews. It is a gor- 
geous scene, if a little theatrical, and the 
crowd is immense. As the duty of an ad is 
to get people into the store I do not see why 
this scenic scheme is not a good one. 

A few years ago Schlesinger & Mayer 
adopted the plan a not using capital letters 
in their ads, even the beginning of sentences 
being lower case. They dropped this plan 
after a while and 1 have heard more than 
one remark the change, though I have no 
reason to think it created any great sensa- 
tion. Another firm here has adopted the 
plan of running a lot of words together with- 
out spaces between them. In one of their 
page ads before me J find such words as these: 
** Coloredbosom whiteshirts,” “ andfromthat 
onup,”’ “ thesegoto-morrow,” “ suits ofall- 
wool bluegray & brownmixtures,”’ “‘ odds&- 
ends of lines,” and so on through the page. 
I have my doubts about the value of this sort 
of thing. It attracts attention, possibly, but 
it is not good advertising in the end, for a 
reputation for freakiness is never a valuable 
reputation from a business point of view. 

ILLER Purvis. 
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>> - 
A TEST. 


A Parisian merchant, who has been several 
times robbed by unfaithful cashiers, has in- 
vented an infallible test of competency. The 
cashier presents himself, offers his services, 
and produces his reference. Then says the 
merchant: ‘Show me how you would erase 
a mistake in your figures.” The aspiring 
cashier sets to work with scraper, ink eraser, 
and what not ; and if he succeeds in destroy- 
ing all trace of the erasure, he is invited to 
take his hat and leave.—7%-Bits. 













24 


PRINTERS’ INK. 


ia tir ir ir ir ir ir Mir. 














we GE HE HE 


I, myself, am an advertiser. My advertis- 
ing has been successful —it has paid. It has 
id because in it I have been able to convince 
siness men that the service I offer is the 
best in its line — and because the service has 
justified my statements, In short, the success 
of my advertising is due to the things that 
will make a success of any advertising—good 
service and adequate representation of it, I 
can do profitable advertising for any business 
that ought to be advertised. I will not ad- 
vertise an unworthy business or an unworthy 
article. I will not write about anything I do 
not believe in, If I should try I should not 
earn my fees, 

If a man cannot convince me that his busi- 
ness is right — and rightly managed — I will 
not attempt to advertise it. 

I can often help in making a business 
right. That is part of my service — some- 
times the most valuable part. 

I want to hear from dissatisfied men — 
from those who want more trade — who are 
losing ground — who need help. No matter 
whether you are spending $1,000 a year or 
$100,000 —I can help you. I am willing to 
be judged by the results, Write to me and 
I will tell you what I can do for you and 
what it will cost, 


CHARLES AUSTIN BATES, 
Vanderbilt Bidg., New York. 
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A CASE OF HAPPENED SO. 

Arthur C. Minter, the advertising solicitor and writer of 
Nashville, Tenn., under date of May 21, 1896, sends to PRrinT- 
ERS’ INK the clipping here reproduced. It illustratesa “happen 
so’ that proves a good one for “ Ripans,” and was clipped from 
a county weekly. 








26 





ESOP OUTFABLED. 
New Haven, Conn., May 22, 1896. 
Editor of Printers’ Ink: 

I held the position of ad man in a city of 
50,000, working on a daily which had gone 
down until the head-lines were barely above 
water. The paper was placed under new 
management. My duties were to assist ad- 
vertisers and, if possible, to aid them in ob- 
taining results. 

The largest furniture firm was represented 
in our paper with a good space, five inches 
double column. he advertising manager 
was willing to let me write the ads while he 
furnished the ideas and I carried out his 
plans. He told me he had never obtained re- 
sults from any newspaper except a weekly 
religious sheet published in the same place. 
I followed out his plan for a few weeks and 
still no returns. Finally I made the proppsi- 
tion to him that I would agree to get returns 
provided he would let me follow out a plan 
which I would suggest and in case of failure 
on my part, we would return to the usual 
system. 

He agreed. ‘* Now,” said I, “if you have 
anything in the store you don’t want—any- 
thing you want to get rid of, I'll advertise it, 
tell all about it and say just why you are 
selling the articles so cheap. If you have 
any soiled lace curtains they would do per- 
fectly.”’ 

He gave mea list. The prices were right. 
I wrote an advertisement, headed it ‘Things 
we Don’t Want. Do you Want Them?” 

The ad appeared Sunday morning. Mon- 
day, by first mail, came an order with the ad 
inclosed. During the day people came in 
and asked to see such and such an article. 
Many brought the advertisement with them. 
We had full sized bed lounges marked at 75c. 
The clerks had been unable to give them 
away. During that week they were nearly 
all sold. The clerks began taking them from 
a pile while standing on a step ladder. At 
the end of the week they onal be reached 
from the floor. In many cases the articles 
were not what people wanted and they bought 
something higher in price. Walnut exten- 
sion tables were marked $3. I know posi- 
tively that four customers thought them not 
what they wanted and bought each a$i1otable. 

We advertised the goods again the next 
week, with good results. I reproduce the ad 
here, omitting the firm’s name. 


A SHORT STORY. 


Last week we advertised a special sale—it 
brought results. We're going to offer the 
same this week—we want more results. We 
have some things we don’t want—we believe 
you will find something in the list you will 
want. 

We tell you the straight truth of the mat- 
ter. We want you to see our stock, and we 
intend to pay you to come. It’s worth some- 
thing to have you come to our store. Here's 
the list: 


Bureaus, t2x20, German Glass....... 





Full Sized Lounge Beds........ sseecee 75 
CO COD ciccccoccccesccsveces “50 
Six-foot Solid Walnut Extension Tables 3.00 





The same firm took a bicycle agency. They 
wished me to get up some ads about the 
wheels. I did so,and among them I had one 
headed **‘ Make him R.de a Wheel.’ | went 


on to say something like—** That husband of 
yours don’t get exercise enough. He’s cooped 
up all day 

etc.” h 


in the office and takes a car home, 
¢ idea was not entirely a new one, 
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but it brought results, that was what I want 
ed. Several men came in and spoke of th 
ad and bought wheels. One man said, ‘* My 
wife says I've got to get a wheel.” 

I ‘det as closely as possible the ides 
of “‘one thing at a time.’ wrote one week 
about carpets, the next about baby carriages 
When it was very cold I advertised blankets 
and headed the ad with the one word in very 
large type. I remember the returns we go: 
from the blanket ad were very satisfactory. 

R. E. Turns. 








AN ERROR CORRECTED. 
Office of 
“Tue GALVESTON News,” 
A. H. Belo & Co., Publishers, 
And of 
“ THe Datvas News.” 
Ga.veston, Tex., May 23, 1896. 
Editor of Printers’ Ink: 

In your issue of 20th inst., on page 6, you 
make a misstatement of facts as applicable to 
the Galveston .Vews which may prove trouble- 
some and hurtful. We realize that this has r 
been done innocently and without intention 
on your part, and feel assured you will lose 
no time in making the necessary correction. 
You state that the Galveston Mews, on 
monthly advertisements, allows a discount of 
5 per cent for advance payment ; if the order 
is for three monchs, 1o per cent is allowed ; if 
for six months, 15 per cent, and on yearly 
orders 20 per cent is allowed. 

he News does not allow any cash discount 
for a term less than three months ; then only 
when the amount is settled for in advance, 
when an allowance of 5 per cent is made; on 
six-month orders, if paid quarterly in ad- 
vance, the discount is 5 per cent and ten per 
cent from each respective quarter; or if set- 
tled by one advance payment, 1o per cent 
from the whole amount. On nine months 
advertising, payable quarterly in advance, 
the discounts are 5, 10 and 15 per cent, re- 
spectively ; or if settled by one advance pay- 
ment, 15 per cent from the whole amount. 
For rie months, if paid quarterly in ad- 
vance, the discount would be 5, 10, 15 and 20 
percent, respectively. If paid semi-annually, 
in advance, to and 20 per cent respectively, 
or if settled by one advance payment, 20 per 
cent from the whole amount. 

Yours very truly, 
. H. Beto & Co., 
By T. W. Dealey, Secretary. 


| 
| 


FROM THE HUB. 
Boston, May 18, 1896. 
Editor of Printers’ INK: 

The National Cash Register Co. are prolific 
in advertising ideas, something new nearly 
every day in their windows. Their latest is 
an enlarged imitation of a telegram. The 
“blank ’’ is set up in large type, and it is 
printed on a sheet of yellow paper as big as a 
poe The writing is done with a small 
brush, and can be read easily from quite a 
distance. 

A well-patronized restaurant puts this out 
on their bulletin board instead of the daily 
bill of fare, and it is remarkable how many 
people pass in for a meal after perusing it : 

“Eating here is eating the best ; prepared 
to be eaten by the best eaters.”’ G. D. 





So 

Wuen I say that every enterprise, every 
business, every institution must be adver- 
tised in order to be a success, I only voice the 
opinion of every thoughtful, sensible busi- 
ness man.—Chauncey M. Depew. 
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BOSTON BEACONS. 
Boston, May 25, 1896. 
Ed:tor of Priuxters’ Ink: 

The lager beer brewers are multiplying the 
larce illuminated advertising signs over the 
city. It costs a tidy sum to run one of these 
sigis even for a single evening, but as no 
form of advertising, except the newspapers, 
has been devised which can compare with it 
for attracting attention it is probable that 
the money is well invested. The letters com- 
posed of many colored electric lights stand 
out on the blackness of the night with start- 
ling brilliancy and lend an air of festivity to 
the squares where many of them are situated. 

One of the big dry goods houses has con- 
tracted for the use of a vitascope to place in 
its show window for a week. This is the 
latest wondrous conceit of wizard Edison's 
brain and it is said the royalties to be paid 
arc $100 a day besides the salaries of the ex- 
pert electricians who operate it. With a 
vitascope life size figures are projected upon 
a screen with photographic exactness pictur- 
iny any phase of life with realistic vividness. 
It :s expected it will amaze and amuse thou- 
sands daily in front of the firm’s store. 

\ mammoth department store now being 
plonned will make a big bid for patronage 
and at‘the same time eclipse anything now 
dene in souvenir advertising. It is the inten- 
tion to put in operation a free soda water 
fountain. It is estimated that a ton of mar- 
ble dust and two carboys of sulphuric acid 
will create a small lake, while the syrups are 
comparatively inexpensive. Ten dollars will 
tuke 1,009 thirsts away and is expected to 
sell $1,000 worth of goods. 

\ far-sighted fancy goods dealer is to give 
away, next week, several thousand Japanese 
straw wicker work baskets. This merchant 
has probably found out that the old axiom is 
true, to make a woman a present of anything 
she will spend twice the value of it in getting 
things to go with it. GeErRALD DEANE. 


inate appease 
TEN YEARS OLD. 
Toronto, May 23, 1896. 
Editor of Printers’ Ink: 

In your issue of a recent date you give 
credit to the Buffalo Evening Times for hav- 
ing originated the circulation dial connected 
with the presses. 

It is now over ten years since the Evening 
/elegram placed just such a dial with its 
presses in the window of its offices, facing on 
the principal business street in this city. For 
all time previous to the introduction of this 
method of demonstrating the actual circula- 
tion, the business men of Toronto looked 
with some degree of suspicion on all the cir- 
culation figures submitted to them. Now 
they regard the circulation of The 7elegram 
as atrue and faithful report of each day’s 
issue. In compiling the daily statement 
which we publish at the end of each year, 
and which we forwarded to the American 
Newspaper Directory, all spoiled, mutilated 
and unsold copies were subtracted from the 
number of copies printed. This meets any 
objection to the dial method of demonstrat- 
ing actual circulation. 

In Toronto 1 have never met one business 
man who doubts for an instant the figures of 
The Telegram circulation when submitted 
to him. This is sufficient proof of its success. 

This dial has aided The /e/egram in estab- 
lishing a uniform advertising rate. The same 
price to all alike, and no one is ever offered 
the inducement of a cut price. 

A. W. Woon, 
Advertising Agent Evening Telegram. 


27 


A GIFT SCHEME THAT FAILED. 
Traverse City, Mich., May 23, 1896. 
Editor of Printers’ INK: 

An experience which one of my clients, a 
dry goods merchant, had some two years ago 
has convinced me that people who are eter- 
nally looking for something for nothing are 
not so numerous as is generally supposed. 
This merchant, through the influence of a 
manufacturer of kid gloves, purchased a gross 
of ladies’ gloves, *‘ assorted sizes and colors,” 
of aspecially good quality—gloves that would 
retails at $1.25 per pair. e took the right- 
hand glove of each pair and packaged it, to- 
gether with a neatly-print little folder, 
which explained that if the receiver of the 
package would bring the inclosed glove to the 
store of —— she would be given the mate to 
the one she had, free of charge. These pack- 
ages were given to a clerk, - «4 with a horse 
and buggy, drove over the best section of 
country tributary to the merchant’s counters, 
and gave them to the ladies of the different 
houses visited, with a full verbal explan- 
ation, selecting the right size as near as pos- 
sible. During the fifth and sixth weeks after 
the packages were put out, four of the gloves 
were returned and the mates obtained. These 
four were the only ones out of the 144 that 
were ever heard from. It cost the merchant 
something over $75, and perhaps it paid, but 
I don’t believe it did. A. P. HouGu. 


a <e- 
IN GALVESTON. 
New York, May 25, 1896. 
Editor of Printers’ Ink: 

The Galveston 7rébune on Sunday, Ma 
17th, sold and circulated in the city of Gal- 
veston 4,267 copies. They believe this to be 
the largest circulation of any paper in a city 
of the size of Galveston, which has less than 
6,500 families altogether, including foreign 
and colored population, and probably has not 
over 5,000 white families. They ask how 
this per capita circulation of the Galveston 
Sunday lribune compares with the circula- 
tion of the largest newspapers in the United 
States, or in other words about where are 
they on the list per capita circulation. I do 
not believe there are many, if any, papers in 
the United States leading them much ia this 
respect. 

At the annual meeting of the stockholders 
of this paper, May 14th, the net earnings of 
the last twelve months they found to be large 
enough to declare an 8 per cent dividend on 
$45,coo. This seems to be a smooth proposi- 
tion. Yours very truly, 

Tue S. C. BeckwitH Speciat AGENCY. 

S. C. Beckwith, President 


= ae : 
IN IOWA. 
Des Mores, Iowa, May 21, 1896. 
Editor of Printers’ Ink: 

One of the most effective window ads we 
have seen for some time is in the window of 
A. L. West & Co., hardware dealers, of this 
city. They are selling a line of refrigerators. 
In the front door of one of them which stands 
in the window they placed glass panels in- 
stead of wooden. In the lower and larger 
chamber of this refrigerator is placed a paper 
wheel, similar to a child’s “whirly-go-round,”’ 
on an upright stick. The wheel constantly 
revolves, showing how perfect is the circula- 
tion of air in the refrigerator. That little 
wheel tells the customer at a glance what a 
salesman could not make plain to him so con- 
vincingly in half an hour’s talk. If this ad 
does not sell refrigerators, it must be because 
people do not want to buy them. 

WALLACE’s FARMER. 
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FROM OVER THE SEA. 
New York, May 2c, 1896. 
Editor of Printers’ Ink: 

The English papers, especially in London, 
do some kinds of advertising that have not 
been acclimated here. Take the two follow- 
ing as examples: 

“Would a lady in society take a young 
lady, aged twenty-seven, residing in the 
country, but coming to town for a short time, 
with her to any good dances? Five guineas 
an evening ; highest references given and re- 
quired.” 

** A lady would like to meet with another 
who could give her some nice introductions 
and obtain a few invitations for her; best 
reference given and required ; terms agreed 
upon later.” 

‘The following, also from a London paper, 
must have produced a genuine surprise for 
the advertiser of the first part : 

* A lady, in delicate health, wishes to meet 
with a useful companion. She must be domes- 
ticated, musical, early riser, amiable, of good 
appearance, and have some experience of 
nursing. Total abstainer preferred. Com- 
fortable home. No salary.” 

A few days after the advertiser received a 
hamper, labeled: 

“ This side up—with care—perishable.”’ 

On opening it she found a fine tabby cat, 
with a letter tied to her tail. It ran thus: 

“Madam: In answer to your advertise- 
ment, I am happy to furnish you with a very 
useful companion, which you will find exact- 
ly suited to your requirements. She is domes- 
ticated, a good vocalist, an early riser, pos- 
sesses an amiable disposition and is con- 
sidered handsome. She has had great expe- 
rience as a nurse, having brought up a large 
family. I need amen add that she is a 
total abstainer. As salary to her is noobject, 
she will serve you faithfully in return for a 
comfortable home.”’ j. 3. 


1 eee 
A RAILROAD ADVERTISEMENT. 
ALEXANDRIA, Mo., May 20, 1896. 
Editor of Printers’ Ink: 

I take pleasure in sending you the follow- 
ing notice of the Chicago & Northwestern 
Railroad, which has been appearing in the 
Omaha papers: 





Making Things Hum.” 
No. 6, Omaha 5:45 p. m., Chicago 8:45 a. m. 
No. 2, Omaha 4:45 p. m., Chicago 7:45 a. m. 
No. 1, Chicago 6:00 p. m., Omaha 8:10 a. m. 
No. 3, Chicago 1:45 p. m., Omaha 3:35 p. m. 
No. 8, Omaha 10:30. m., Chicago 7:00 a. m. 
No. 5, Chicago 4:30 p. m., Omaha 9:20 a. m. 

THE NORTHWESTERN LINE, 

City Ticket Office, 1401 Farnam St. 





If any of the critics have a more pointed 
and brief advertisement of any kind let it be 
seen. This one is perfectly direct and ex- 
pressive. JASPER Biines. 

ne a 
MORE INSURANCE VERSE, 
New York, May 23, 1896. 
Editor of Printers’ Ink: 

The National Accident Scciety uses the 
wae oa of a cat whose head and one eye is 

andaged,while underneath appear the words: 

** What can’t be cured 
May be endured 
If you're insured.”’ 
The jingle is one that haunts the memory. 
A. B. D. 











CALCULATED TO ATTRACT ATTEN- 
TION 





San Francisco, May 10, 1806. 
Editor of PRINTERS’ INK: 
1 think this advertisement from the San 
Francisco Examiner is well calculated t 


j 
WE 
} dred best qual- 
| WANT ity cards from fo: 
One Dollar. 


YO U R PIERSON BROS. 
| p LAT E 225 Kearny St 











to print one hun 








attract attention. j. fF. TF. 


aa 
IN BROOKLYN, E. D. 
Brook.yn, N. Y., May 25, 1896. 

Editor of Printers’ INK: - 

The Patrick J. Geraghty Association, of 
Brooklyn, E. D., will run their annual ex 
cursion on June 6. This association has a 
club house on Wythe Ave, On the side of 
the house is a garden which the association is 
using in advertising the excursion. Below 
are a few of the signs they have hanging 
around the garden, or farm as they call it : 

“The grass will be out in fuil bloom on 
June 6.” 

“Hot corn and frankfurter will be ripe on 
June 6.” 

‘** The steamer will leave this farm June 6.”’ 

They have a stuffed man sitting on the 
fence of the farm. He is supposed to be fish- 
ing ina trout pond that the P. J.’s associa- 
tion expect to visit on June 6, but which is 
only an old tin can containing a tin fish. 
This sign is nailed on the fence beside the 
stuffed man: 

“*Notice—This trout pond for members 
only.” Joun H. Metz. 








HIS BELIEF CONFIRMED, 
Office of J. E. Van Doren, 
Special Agency, 
Tribune Building, New York. 
New York, May 25, 1896. 
Editor of PRINTERS’ Ink: 

Some persons may think that advertise- 
ments in PRINTERS’ Bn do not draw. The 
writer can certify to the fact that an adver- 
tisement inserted in Printers’ Ink, in issue 
of May 6th, drew a beautiful sterling silver 
teapot, and it is certain that advertisers are 
more plentiful than silver teapots. My ex- 
perience as stated above, together with the 
recollection of results obtained from a num- 
ber of other advertisements in PrinTERS’ 
Ink, confirm my belief in its great value in 
the dissemination of FACTS respecting ad- 
vertising mediums. J. E. Van Doren. 

A EENE SR 
IN CHICAGO. 
New York, May 21 1806. 
Editor of Printers’ Ink: s 

A Chicago concern, which is placing on the 
market a new household cleaner, employs at 
least one ingenious advertisement. Two 
strips of carpet are nailed on aboard. Under- 
neath is the legend: “It cleaned me; it will 
clean you.” J. W. Scuwartz. 
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HE DOUBTS ITS EFFICACY. 
New York, May 21, 1896. 
Editor of Printers’ Ink: 

I inclose an ad of the Equitable Assurance 
Society, clipped from the Tammany Times 
o: the 17th inst. I, think it is original, but 
doubt its efficacy as an advertisement, be- 


$500.00. 


I will give $500.00 to the first 
rson who, within thirty days 
rom the date hereof, will prove 
to me the existence, with the 
same security, of a more advan- 
tageous means of investing sav- 
ings than is afforded by the 


EQUITABLE SOCIETY’S BONDS. | 
CHARLES Wake, Manager, 
120 Broadway, New York. 
Jew York, May 18, 1896. 











cause the ordinary man is not competent to 
take up the offer. Still the bravado air of it 
may convince some, 

James MEans. 


<<nnnsnciiiaipiaaiias 
THOSE TYPE. 
Office of 
‘* NORTHWESTERN LUMBERMAN.”” 
CuicaGo, May 20, 1896. 
/ditor of Printers’ Ink: 

I am a constant reader of Printers’ Ink, 
for I need the suggestions in my business. 
There is one thing about your publication 
that has puzzled me, and although you may 
not see a reason for answering it, | propose 
to ask it just the same. Are you fishing for 
the ads of the cculists that you use such 
sinall type? If not, have you got any good 
reason why you should inflict your readers 
the way you do? It is good stuff, but those 
type go to show you have a streak of mean- 
ness In you somewhere. 

Yours very truly, 


NOTES. 


A cLoTuinG firm in Astor Place has for its 
legend: 


Benj. F. Coss, 





“When quality tells 
Price sells.” 

A FRENCH newspaper publishes the follow- 
ing advertisement: ‘‘M. Emile Zola, o 
Plambeuf, inventor of the spring nippers, 
notifies his customers that he - nothing in 
common with his namesake, Emile Zola, the 
writer,” 

Tue Matthews-Northrop Co., Buffalo, N. 
Y., publish a Postal Dictionary, which is an 
alphabetical handbook of postal rates, laws 
ind regulations. The Post-Office Depart- 
ment might take a little lesson in codification 
from it. The price is 15 cents. 

Tue Process Year Book, an illustrated re- 
view of all photo-mechanical processes, of 
which E. H. T. Anthony & Co., New York, 
are American agents, abounds in numerous 
and beautiful specimens of pictures, pro- 
duced by each photographic method, and 
should be full of sngpections to advertisers 
who use illustrations. 

Nort to advertise, as well as not to know 
some celebrity, “‘ argues yourself unknown.” 
When Matthew Arnold came to this country 
and was much talked of in the press, an old 
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lady remarked: ‘ Well, I don’t know how 
much of a lecturer Arnold is, but he makesa 
mighty good ‘ Writing Fluid.’”’ The fluid 
man had evidently advertised to some pur- 
pose. 

Ian Mac aren’s ‘‘ Bonnie Brier Bush” 
threatens to become as much an advertising 
fad as “ Trilby”’ was. Only the other day 
we saw it used in connection with a patent 
varnish, and now we are in receipt of a 
musical march called ‘The Bonnie Brier 
Bush,” which has been composed by W, 
Frank Tompkins, of Paineville, O.—7he 
Bookman. 

Tue Duluth City Council to-night, by a 
vote of thirteen to two, awarded the contract 
for the city printing to the Evening Herald 
at full legal rates, 75 cents for the first inser- 
tion and 35 cents for each subsequent inser- 
tion. The NMews-7ribune’s bid was 65 and 
35 cents, but under the provisions of the 
charter the council considered the question 
of circulation.—St. Paul Pioneer Press, May 
19, 1896 

AN advertising contract required the in- 
sertion of a one-fourth page advertisement for 
one year, to appear in every issue, not less 
than twelve during the year, and provided 
that “every term of this offer is material, 
and a condition upon the performance where- 
of we are to pay you $180 per quarter page.” 
This contract, the s ad grt me of the Su- 

reme Court of New York holds—Munsey v. 
“adella Pen Co., 38 N. Y. Supp. 159—was en- 
tire; that the publishers could not legall 
demand payment for any portion of the ad- 
vertisements until the expiration of the year, 
and that the mere fact of the advertisers 
having made one payment to the publishers 
was not such a practical construction of the 
contract by the parties as to change its char- 
acter.— Business Law. 

An esthetically minded resident on the 
Hudson River shore writes a vigorous com- 
— to Mayor Strong about the scenery de- 
acers who are just now beginning to repaint 
the rocks whose last year’s inscriptions the 
winter has mercifully made dull. He writes, 
in part, as follows: “I am a dyed-in-the- 
wool advertiser, but I believe in doing it in a 
decent, upright, godly manner through the 
newspapers and magazines, and not by paint- 
ing dreadful signs on rocks, making Nature’s 
beauty hideous. In the spring an army of 
advertisers here in New York, who have faith 
in this sort of business, send a grand army of 
ainters along St. Nicholas Avenue, particu- 
arly between One Hundred and Twenty- 
sixth and One Hundred and Thirty-second 
streets, to touch up the advertisements that 
have been washed and faded by winter’s rain. 
It is now that we residents of this avenue 
arise in the morning feeling like ‘two-year- 
olds’ and are forced to look out upon such 
signs as ‘Sound Sleep Follows the Use of 
— Sarsaparilla,’ when you don’t want to 
sleep any more; ‘Jones’ Tonic Is a Sure 
Cure for Paralysis, Vertigo, Insomnia, Jim 
ams, etc.,’ when you have neither; ‘ Smoke 
Short Route Cigarettes,’ when you are not 
thinking of leaving this world; ‘For That 
Tired Feeling Take ——,’ when you are not 
tired at all; ‘Chew Sowsy Pe sin Gun,’ 
when you are not a chewer; ‘ Millions Use 
It,’ when you do~’t give a bean if the num- 
ber was 62% millions, and so on as far as the 
great rocks extend are these tiresome painted 
signs.” 

—_+or—_————_ 
Tue well-made ad is trade’s supporting peg ; 
Why kill the goose which lays the golden 


egg? 
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THB BEST SCHOOL OF JOURNALISM. 

I am not a believer in schools of journal- 
ism. Schools of law, of medicine, of engi- 
neering, of natural and applied sciences and 
the like are well enough. Each of these is a 
specialty, training in which fits a man for 
work in that specialty, even though he may 
be extremely deficient in general culture. 
There is no specialty in journalism. On the 
contrary, that man is best equipped for the 
work of journalism who knows most of what 
is taught in all the schools. The best educa- 
tion for a journalist is the mental training 
which he gets from the widest possible range 
of studies in the college or the university—I 
mean the widest range of study that he can 
really master Even after he has equipped 
himself with all the knowledge that can be 
obtained from this general curriculum, he 
will find it necessary, as soon as he begins 
the practical work of journalism, to widen 
his knowledge and enlarge his range of in- 
formation in all possible ways. If there is 
one man who more than any other must 
know a little of everything and a good deal 
of some things, it is the journalist. Any- 
thing that tends to specialize his work or to 
make him a specialist will not only prove a 
clog upon his success, but will start the 
young man off with an entirely false concep- 
tion of what mental equipment he needs to 
fit him for successin journalism. If a young 
man had the time to go through a course of 
law, of medicine, of technology, of the sci- 
ences, of the belles lettres, and of every de- 
partment of knowledge covered in the curric- 
ulum of a university, he would find that 
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every particle of the knowledge he would 
thus have obtained—and more—could be 
utilized in his work as a journalist. The - 
zourg mes who starts in journalism with a 
ittle knowledge gleaned in a few fields wil] 
find himself seriously handicapped, and will 
have to go to work and equip himself all 
over again, in what is after all the best 
school of journalism—the practical work on 
a newspaper.—Col. Chas. H. Yones, in the 
Missouri Editor. 


———— 
STORE-WALL MOTTOES. 

We don’t want the earth—only just enough 
profit to live on it. 

We like the customer who likes to get a 
bargain. 

The stranger’s face we welcome, as it soon 
ceases to be so. Like the revolving coast- 
light, it will reappear. 

Take all the time you want to look things 
over. Time is a commodity we neither 
measure nor cut off. 

Washington once threw a dollar across the 
broad Potomac. We will try to make your 
dollar go still farther. 

All business days are our “* bargain days.” 
Best quality joined to lowest price is the 
wedlock we invite you to. Every patron gets 
a piece of the cake. 

—oaiiailiieae. 
On, merchant prince, you may ever stay 
On te crest of the wave that there’s no 
despising, 
If you act on this motto while making hay: 
‘“Oh, sweet are uses of advertising!” 
—R. K. Munkittrick, in Chicago Record. 
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Politicians and statesmen are now succeeding the hitherto omnipresent 


Indian as cigar store figures. Above 


Olney, McKinley and Reed as they appear in the new role, 


are given reproductions of figures of 
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HOW ONE DRUGGIST ADVERTISES. 


AN INTERVIEW WITH THE / ADVERTISING MAN- 
AGER OF RIKER’S, IN NEW YORK. 


One of the most “popular drug stores in the 
New York shopping district is that of the 
William B. Riker & Son Company, at Sixth 
avenue and Twenty-second street. Visitors 
to the store often notice a little railing in one 
corner, behind which sits, all day long, a 
ruddy faced, jovial looking man, who is al- 
ways in conversation with some one. This 
is Mr. W. R. Calhoun, the man who controls 
the business of the house through the adver- 
tising end, for Riker is one of the few retail 
drug stores in New York that advertises. 

hen a representative of Printers’ Ink 
called on Mr. Calhoun he was forced to wait 
at the end of quite a string of people who 
were waiting to see Mr. Calhoun. Finally 
he found himself in front of the desk, looking 
at a face which, though pleasant, had busi- 
ness stamped on every line. 

‘“*Mr. Calhoun, can you give me a little 
interview about advertising ?” 

“Well, I don’t know. Pim afraid that I 
know very little about the subject, and 
Printers’ INK can tell me lots more than I 
can tell it.’’ 

“Suppose I ask you some questions and 
try to pump out the little that you do know. 
Every man is supposed to know at least one 
thing which would be of benefit to his fellow 
mortals if they knew it, and you don't look 
like an exception to the rule. When did the 
firm commence advertising ?”’ 

“In 1883. e were forced into it. At 
that time a combine or ring was formed by 
one Campion to fight our low prices. The 
Campion ring was powerful, a offset its 
influence the house began advertising in 
small space in a few papers. The effects of 
it were noticeable in a few days. At that 
time we had only half of our present floor 
s,ace, and our business was small. Inside 
of a week the store was crowded. The ex- 
periment proved the efficacy of advertising, 
and we’ve been advertisers ever since. We 
advertise continuously through the year, with 
the exception of the dull months, July and 
August, when nearly everybody is out of 
town. We believe in using small space sys- 
tematically and regularly rather than large 
spaces spasmodically. We use the following 
list, valuing them in their order: (1) World 
(evening), (2) World (morning), (3) Sun (even- 
ing) wt Fournal, (5) News.’ 

© prepares your advertisements ?”’ 

“The majority of them are written by 
Miss Anna M. Welde. At one time I con- 
structed them myself, but they took too much 
of my time and brain work, and I got her to 
help me. She succeeded so well that she does 
nearly all of the preparation now. I place 
them and determine the space to be used.” 

‘Where do you get your ideas? That i is, 
do you believe in appropriating another man’s 
good advertisement to your own uses ?”’ 

**No, sir; emphatically no. Our adver- 
tisements are original always.” 

o you believe in advertising a special 
thing at a loss, in order to bring people to 
neon store, when they might be induced to 
"72 something else ?”” 

No, sir. I believe in advertising and 
talking’ plain, common sense, and not in 
throwing out a bait. People who are pos- 
sessed of common sense generally like to see 
it in an advertiser. The people who have 
common sense are largely in the majority in 
this world.” 

‘* What are your ideas upon substitution ?” 

“*I think the matter has been greatly exag- 
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erated. I do not believe that any reputable 

ruggist would substitute. Competition is 
becoming so strong in the drug trade, by rea- 
son of the department store carrying a good 
line of proprietary articles, that druggists 
have largely put up similar lines, and I be- 
lieve they have a a gens right to do so. 
For instance, take the case of Ayer’s or 
Hood's Sarsaparilla or Scott’s Emulsion. The 
department stores sell these at prices that 
would be ruinous to the druggist if he tried 
to compete. Any druggist who has been al- 
lowed his diploma sho: afi be capable of com- 
pounding a good blood purifier or a good 
solution of cod liver oil, and if he chooses to 
sell Smith’s "sarsaparilla, rather than Ayer’s 
or Hood's, it is his business, provided it is 
satisfactory to the public.” 

Concluding, Mr. Calhoun said: “I would 
say that Printers’ Ink is the best and 
brightest publication of its class, but that 
would be untrue, as there are no other publi- 
cations in its class. It gives me numerous 
inspirations and ideas, as I am sure it has 
done to many others.” 

Jucian Francis RicHarps, 
oo os 
TELL me not with much grimacing 
Advertising does not pay, 
See the millionaires who’re placing 
Telling ads from day to day. 








Classified Advertisements. 


Advertisements under this head, two lines or more 
without display, 25 cents a line. Must be 
handed in one week in advance. 


WANTS. 
\W ISCONSIN AGRICULTURIST, Racine, Wis. 
,000 copies ; semi-monthly. 


I ALF-TONES, 1 co 1, 2 col., > BUCHER 
ENGRAVING CO., Columbus, 

\ ’ISCONSIN AGRICULTURIST, Bpetan, Wis. 
Advertisements at $1 for 5 line 


I D. LA COSTE, special newspaper represent- 
« ative.38 Park Row, New York. Dailies only. 








w-— APERS that lead in their locality represented 
by H. D. LACOSTE, 38 Park Row, New York. 


WANTED To lease independent weekly pay 
Good location. Box 386, Springfield, Ohi 


Nee VINDICATOR, Youngstown, Ohio. a. 
6,000 first-class advertisements 


only. 


[)Ax70N (Ohio) MORNING TIMES and EVENING 
NEwsS, 14,000 daily, create a “* want ”’ for prop- 
erly advertised goods 


want to buy weekly nonanapet in Colorado, 
Montana, Wyoming, Idaho. W. THOMP- 
SON, P. O. Station D Chicago. 
A BTHUR CASSOT, 2 West i4th St., N. Y.— 
Wanted scrap-book or collection of clip- 
ings about Lifeand Death of U.S. Grant. 


PV S8TED—Pusition witha mathe company 
as traveling salesman and advertising 
agent. Address “TRAVELER,” care Printers’ Ink. 


\ hor? ads for weekly story paper, costing 50c 

ear, of which 10,000 circulation is as- 
eared; | .a line. E. O. CARTWRIGHT, Wells- 
ton, Ohio.” 


A LMANACS-—Business houses conmmnatatins 
the use of an entirely original almanac for 
1897 should communicate with C LIFDEN WILD, 

the Originator, Chicago 


\ 7 ANTED—Linotype operators, afternoon - 

r. Union scale, $17.10 a week. Must be 
strictly temperate, able to set 40,000 minion eight 
hours. Also A 1 web pressman. Address “ LINO,” 
care Printers’ Ink. 


( ‘\ALENDARS— Firms wishing to beat their pre- 
vious calendars by ee — calendar of 
- nal, individual, special design in keeping 
the nature of their business, should write 
CLUE DEN WILD, The Originator, Chicago, 
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ry‘;o Ne Who wants an up-to-date, 
bar Diadly”¥ Sy a name for the Ogdens- 
ens ; oe & mod- 

POGOBALUS, ” this office 
pee OUS, department store mana- 


position with large con- 
cern wants to ep XK. A Ist. Thoro 

wang vel ion 
house that ‘wil pa: $2.0 _ ——= have 
a dl at the top, ent 
r. “MR. B.,” eae Printers’ ioe” 


D DON'T PUT I PUT IT OFF 
any lo Discard the old-fashioned 
letter-head an: adopt an artistic and handsome 
one that will convey the impression that per 
firm is ay her? up to date pr 
Elegantly designed and engraved plate for let. 
ter-head, $7. -. Sketch submitted on approval; 
oy charge if n en aceeees sale rned. Give ex- 
act size - wording. W. MOSELEY, 48 Hill St., 





> 
SPECIAL WRITING. 
~ 3 A WEEK original editorials for weeklies ; 
fullcomplement. * PITT.” Printers’ Ink. 
+> —-——_ 
BOOKS. 
ANGER SIGNALS, a manual of practical hints 
for general advertisers. Price, by mail, 50 
cents. Address PRINTERS’ INK, 10° Spruce St., 
New York. 





PAPER, 
M. PLUMMER & CO. genus the paper for 
this magazine. nvite correspond- 
ence with reliable houses A a= nad paper of all 
kinds. 45 Beekman St., New York. 





—— +2 
PRESS CLIPPINGS. 
~OUTHERN CLIPPING BUREAU, Atlanta, Ga. 
Press clippings for trade for trade journals and adv’rs 
ANHATTAN PRESS @ ESS CLIPPING BUREAU, No. 
2 W. i4th St., N. Y. Press cli penes for 
trade ee all subjects ; best faci 


> 
BILLPOSTING AND DISTRIBUTING. 
AMPLERS—Sample copies, circulars, etc., dis- 


tributed everywhere through an organized 
ho furnish reference es. Addresses 





S 


rritory. da 
UNITED we PRS & PUB. ADV. CO. “Cohoes, N N. Y., 


special advertisers. 





HALF-TONES. 
@ 1 a. TONES—“a wonderful price if 
5 e half- aones. are right’’—and the 
half-tones ale right. will make our best 


single column half-tone be 2 any subject, clear and 
carefully finished, for $1.50, and 15 cents per 
square inch for any cut er than ten square 


inches. Write us for any style cf engraving— 
half-tone, wood-cut or zinc wicking. HE CHI- 
79 Fifth Ave., 


CAGO PHOTO ENGRAVING CO., 
Chicago. 
——__ +o ———_ 
AMATEUR SPORT. 


T=. GOLFER is an illustrated monthly devot- 

ed to the gee of golf. This m ine has 
the highest class circulation in America. w ein- 
vite comparison with any publication wherever 
published. We pos without permission, to our 
advertisers and will abide by the decision of any 
of them. in regard to whether advertising in THE 
GOLFER isa investment. Address all com- 
munications to THE GOLFER, 234-236 Congress 

n. 





MISCELLANEOUS. 


TISCONSIN AGRICULTURIST, Racin: Wis. 
Established 1877. Circulation 28,000. 


VERY ad writer and advertiser is interested 
4 in getting printable cuts. So many are 
muddy and vague. Cuts adapted to the require- 
ments of oa illustrations are our 
specialty. Ve ners as well as en 
= ahoulder the ome —— of = —4 
potetins: if you ad the w Send for 
les and prices. CHI AGO PHOTO ENGRAVID ING 
ao, 79 Fitth Ave., Chicago. 





PRINTERS’ INK. 





ADVERTISING AGENCIES. 


NY x sponte advertising agenc 
tee the circulation 
AcmscuLronist, Racine Wis., to 
k ‘god a to advertise anything an ay 
at any time, write to the GEO. P. ROWELL 
ADVERT ISING CO., 10 Spruce St., New York. 


oo. 
will 
of the poe -Wiscnnetn 
28,000. 


+e 
M AILIN NG MACHINES. 


‘HE Matchless Mailer ; best and cheapest. 
‘I REV. ALEXANDER "DICK, Meridian, N. y” 


(stamps or m. 0.) I Pelham Mailing § 
81. 00 tem and Mailer, gonng dem f 1,00 
hour; saves “ See writing; n ate chore 
address label. C. P. ADAMS & BRO., Topeka, Kan. 





o> —__—_ 
SUPPLIES. 
7 AN BIBBER’S 

Printers’ Rollers. 


INC for seeking. BRUCE & COOK 190 Water 
4 


St., New 


ALF cent an in~h for recoat chalk plates. 
HIRD MFG. CO., Cleveland, Ohio. 


Ton leaders of type f type fashions. AM. TYPE 
FOUNDERS’ CO. Branches in 18 cities. 


GTARDARD Foundry printing outfits, 
type, original borders. 200 Clark St., Chicago. 


een linotype and electrotype met- 
& copper annodes ; zinc plates for etchi 
MERCH HANT & CO., Inc., 517 Arch St., Philadel- 


‘ym. PAPER is — with ink manufact- 

red by the W. D. WILSON PRINTING INK 
Co., 1 An = a St., 
to cash b 


Fev ce to look at pictures, and gives 
1. That fact makes an illustration de- 
rable in every advertisement you put out. We 
cenploy skilled designers and engravers—men 
who have all their lives done nothing but their 
separate specialties, and are now as near human 
perfection as human skillcan be. This wor = 


will give you risingly low 

Chieage +. OTO ENGRAV YING CO. *S¥itth Ave Ave., 
> 
FOR SALE. 


LINE advertisement, ‘a —— AGRI- 
> CULTURIST, Racine, W 


 - BUYS 1 INCH 50,000 copies Proven. 
$3.50 Womans WORK, Athens, Ga. 
| ae —— rights of mail order article ; : 
costs 8c., sells $2; sells like “ hot cakes.” Ad- 
dress 8. E. BRUCE, Toronto, Can 
CASH buys 1 Campbell bene 34x46, 1 
S700SS Gordon 10x15. 11m ood 
order ; steam. OLD HOMESTEA “Cleveland 0. 


WILL buy the REcorD, the only paper 
S40 published on Antietam Battlefield. A 
grand opportunity for this paper with the tight 
man behind it. Good reasons for selling. Ad- 
dress Box 68, Keedysville, Md. 


roe: SALE—Florentine Old Sve is the very 

latest face in type. Caxton borders is the 
latest thing in borders. Domestic Series is the 
latest xy in cuts = By nest phe orn All new 


New York. Special prices 

















things in type that riginate from 
AMERICAN rYPE FOUNDERS’ CO. Send for 
specimens. 

penta PLANTS—Everything for the print- 


—- in Sen eG best in v: ad Why bi 
the second best w the best costs no more! 
AMERICAN TYPE FOUNDERS CO. Roston, N. Yo. 
Phila., a, Piéts..Cleveland,Cinn.,Chicago, Mil., 
St. Louis, Minn., Kansas City, Omaha, Denver, 
Portland ‘Ore.), 'Friseo. Buy everything in one 
place, and save money and trouble. 


Fok SALE—One of the largest, best-equipped 

and best-known agg 3 establishments in 

the State of New Jersey. It is eee for ye as 
a going and paying concern, wit! 

—, patronage, which can AY readi ly it in- 

._ The terms are liberal, and an investi- 

gation of dress LA pore rty and its business is solicit- 

ave ENCE 8. MOTT, 11 Mech: 


x Newark, N 














a a 
6é | MMENSE ” is What pri ~ 3 
qoestry aay == our Cpa: 
litho blanks. 22x23. sides, at $2 
100 sheets. “ Pally sats ye! =” 3,7 op - 
f their customers. em an or 
yourselt. UNION GARD AND PAPE CO., 198 


BEAUTIFUL iiustretions and ini noe St 


+> 
ILLUSTRATORS AND ILLUSTRATIONS, 
Handsom logue 10c. 
ILLUSTRATING CO., + —% N.J 
aa N eas ba acut is likea ne without a 
lacks a great deal of force and at- 


vings—cl ld an 
TEs aren PHOTO Pe ENGMLAVING CO CO, 
79 Nite po Chicago. 





PRINTERS. 


T= LOTUS PRESS (artistic printers), 140 W. 
23d St., New York City. (See ad under “Ad- 
vertisement Constructors. 


\ ’HAT we can do better -— cheaner than 





engra’ ur sa rices. CHI- 

CAGO. ri one ENGRAVI ie Go. 9 Fifth ave., 

Chicago. whi 

Ge ( ‘ REAT SCOTT,” he cried, “ i it possible 
¥ that Johnston is the only printer on 


earth?’ No, but he is one of the very few who 
know what you want and how to get it up to 
please you. If you can make use of that kind of 
H rinter address, WM. JOHNSTON, Printers’ 
Press, 10 Spruce St., New York. 
—_ +a __—_ 
ADVERTISEMENT CONSTRUCTORS. 


i 4 CUTLER Writer of Advertising, New- 
© ton, Mass. 


y3F SCARBORO, 48 Senne Bidg., Brooklyn, 

eo N.Y. Callor write 

4 tet ads $1, first ro CHAS. 
FOLK, 446 W. Main, Louisville, Ky. 


A. WOOL- 


Pp" OT 

ADVERTISING CO., Newark, N 

GG" & SHAUGHNESSY stvorigng Bu- 
3% reau, 13 Astor Place, New York. Wri 


ADS $1 until July 1. Retailers only 
JARBOR: “Arbuckle,” Brooklyn, N.Y. 


’ ee” Kong t weaee Zz exclusively medical and 
g advertisin Advice or sam — free. 
ULYSSES G. MANNING, South Bend, In 


4 he ADS for any retail seeetan not al- 





3 


ready ac Sees 1. An electro of an out- 
line = with each ac chance to get acquaint- 
ed. R.L. CURRAN, ‘is0 Nassau St., New York. 


LL the ponies 4 and typ. ty DP yan in PRINTERS’ 
INK are at people who Save 
their pe ed nth = put tn fj 4 me. WM. 


JOHNSTON, nters’ Ink Press, 10 Spruce 

St., New York ity. 

G OOD ads like good eggs 3 may be spoiled in the 
1 setting. 


If you = Peer ads, circulars, 
a ete., set or print 

and attention and res respect, just mail copy to 
w M. JOHNSTON, Printers’ Ink Press, 10 Spruce 
St., New York. 


K EEP your business at 4 aie tide “AeA, using at- 
A wackve. printing. 140 
West 23d St., . City, a. me ey of attractive 
booklets, ab, cire , ete. Get out your 
bait before the tide changes. Good advertising 
is the best business bait. Send for our booklet. 


I WRITE ads that are bright, pointed and 
catchy—ads that really a business. Iam 
not a theorist nor a 
on facts—plain, oonad, honest ‘tacts. vints 
and a one-dollur bill ‘for four “ Business Build- 
ers.” Your money right back if 1 fail to suit. 
CLEMENT A. DODSON, Crutchfield, Ky. 


A DS for retailers, general a general advertisers, medical 
ads, booklets, circulars. Whatever I write 

I put the same effort, the same concentration of 
thought into my Ab No try, no funny, 
no smart stuff. Sample ads g series cheaper. 
They will help my iyoa ahead of your com- 
petitors, ARTES J. ZINGG, Farmington, Mg. 


in a style to com- 





se my words 


PRINTERS’ INK. 
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ADVERTISING NOVELTIES. 


y Pct the purpose of inviting announcements 
f Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be i 

serted under this head once for one dollar. 


ee 
ADVERTISING MEDIA. 


ISCONSIN AGRICULTURIST, Racine, Wis. 
Circulation, 28,000 ; 5 lines, $1. 


40 WORDS, 5 times, 2% cts. ENTERPRISE, 
Brockton, Mass. Circulation 7,000. 


b deg 5 IWN(O.) A ce a ae 8,400 d., 6,000 
w. H. D. LaCUSTE, 38 Park Row. N. Y., Rep. 
NY person advertising ir PRINTERS’ INK 


+ to the amount 4 $10 is entitled to receive 
the paper for one year. 


DVERTISERS’ GuIDe, Newmarket, N. J., 5c. 
é line. Sub., year, 25c. ; 6 mos., 15¢. ; $mos., 
10c. ; sample, dc. : none free. 


EADING new pers apers in Southwestern Ohio 
=, (outside — Mase MORNING TIMES 
EVENING NEWS, 1.09 


| qErRorr COURIER. 31 y years old. Has a vil- 
lage and farm cire’n around Detroit greater 
than any other weekly. Ad rate 60 cts. per inch. 


y Sears AND KANSAS FARMER, POUL- 
ND STOCK JOURNAL, Grae. 
Neb. ; 000 pantunes circulates in the great West 
no other paper covers same territory. 


T= GENEVA DAILY TIMES, only daily in On- 
tario County. Circulates 5 towns. Sub- 

scription price to farmers 

advertising medium in its te rritory. 


] ILLBOARD ADVERTISING reaches nearly 
canons billposter, distributor, Sen writer, 
nter and fair in the U. 8. and Canada 

iy thiy. Sub’n #1 per yr. 25c. line. Cincinnati.0. 


‘| ‘HE SOUTHERN HOMESTEAD, Atlanta, Ga., 
reaches 50,000 Southern homes monthly. 
Advertising rates 30c. per agate line. Discounts 
10 per cent for 3 months, 15 per cent for 6 months, 
25 per cent for one year. 
[See is only one magazine in the great 


“It is the NORTHWEST MAGAZINE. 
tans O thousand Northwestern homes welcome it 





‘E. Write to W 
Lan D, 842 Broadway, New York. 


- PpRame, a weekly journal for advertisers. It 
co tains photographic reproductions of the 
best retail advertisements to be found in the va- 
rious 7 Sgn ee of the Soe epenking world, 
pr with many hundred excellent sugges- 
tions for catch-lines, reading matter and best ty- ty. 
phical display ‘of advertisements. The on y 
journal in the world devoted exclusively to re- 
tail advertisers = to the —_ rae write and 
set their ads. rs get good sugges- 
tions for display from it. Subscription | _— ~ 
ayear. Sample copy of BRAIN 
ing rates on applic eon. BRAINS Pt PUBLISHING 
CO., Box 572, New York 


Goop HOUSEKEEPING, 
Springfield, Mass., 
desires good and appropriate “ads,’’ because 











it gives first-class service and the fact that it ap- 





peals to the very best class of American house- 





keer ers, who are really the buying class. 





It is an axiom that “‘ woman’s taste and good 
judgment unlock the pocket-book for all home 








needs.” She guides the family expenses and pur- 





chases nearly all the good things for comfort and 





adornment. Hence reach her through Goop 
HOUSEKEEPING. 


Published monthly by Clark W. Bryan Co. 





Address commup‘cations about advertising to 
H, P. HUBBARD, 38 Trmzs Bidg., N. Y. 
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ELECTROTYPES. 
E make the best in st interchangeable late and 
y- base on the ele Also the ghtest all 
metal back electro. THE E. B. SHE N Co., 


New Haven, Conn, 


Gracia. cut offer. In order to prove the - 
cellence of our half-tone engravings, 

will make you a handsome single column mn half. 
tone for $1.50; an: aa? half-tone cut at 15 
om per ware inch. good as any ever 
turn ut, but we don’t dua Hy half-tones. Our 
ee are ees 


nish lesigns. THE Te CHICAGO PH PHOTO 
ENGRAVING ( O., 79 Fifth Ave., Chicago. 





~——9———— 
ADDRESSES AND ADDRESSING. 


S. 30 CASH-ORDER cee received i 
May for book: and en 
4 used yet, for $2. 5S. "Sob ‘LES, Woodford 
City, Vermont. 
always in 


NAMES of pl peseicions 
10001 eed 0 Ge ate oo ert ene re OOF 
ew 


1 3000 we aterntint reliable business names 


in advance. JOHN FOY, Glencoe, Ont., sign post- 
er, circular mailer and member Will A. Molton 
Co., Cleveland, Ohio. 


‘PIME-SAVING mail list type nae Copoust ter 
face. and lean ; is self. spac ng ; cheap- 
est Lad cok mail type made. 


0 acme ‘mailer, gis 

net, G0. ee to $30 mailers. AM. TYP PE FOU INDE. 
list of branches under “For Sale” 
14, 14,00 NAMES and addresses of white 
voters in Jefferson County, Ala., 
including city of Lirming! fficial lists, 
made for recent primary election; fresh and 
reliable. Ww e printed a few duplicates, which may 

be had at 50c. per thousand names, b; 


inclosin 
check to BAINE PRINTING COMPANY, 2005 
Second Ave., Birmingham, Ala. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


CALIFORNIA. 


QOUTHERN CALIFORNIA’S matchless paper, 
© Los Angeles Trars. Cire’n over 18,000 daily. 


es and 











IOWA. 


PUBCQUE HER HERALD, founded 1836. Family 
circulation; up to date ; circulatior. steadily 
increasing. Is it on your list? 
W EEKLY Boy =, poe : 
popes, jome prin' rgest circulation 
eekly in county. Guaranteed by Row- 
fo DAILY SENTINEL is the only daily in one 
of lowa' 's best counties. tes low, perhaps not 
pers with half the circulation, but 
on circulation, and pay adver- 


KENTUCKY. 


_ SUBNILLE SUNDAY TRUTH, 12,000 copies 
each issue. Thoroughly covers the homes 
of | the city and wae pec Now in its twelfth wn 
Send for rates an cg A “of TRUTH to H. D. 
COSTE, 38 Park Ky ew York, Special a. 
paper Representative. 
THE FARMERS’ ——— , LOUISVILLE, 


goes to to the better — of farmers and stockmen 
oe — nessee every week. It is 
ee them as their business paper. 
it w was i+: 1865. Its readers usuall y 4 
have money to buy ‘what they see advertised 
they want it. Sample copy free. 


MICHIGAN. 


] Dee COURIER. 3l years old. Hasa vil- 
and farm 








of an: 
ell. 

















cire’n aronne Detroit =r 
than any other weekly. 


te 60 cts. per ini 





PRINTERS’ INK, 





Ts SOO DEMOCRAT, Sault Ste. Marie, Mich. 
it should be on your list. 

ACKSON (Mich.) Sith » eee, Sunday 

e) and twice a week; also E G PRESS. The 

leaders in their respective Vfields. Exclusive 

Associated Press franchise. Only morning news- 

paper in this section. All modern improve- 

ones. Mine leading advertisers in the country 

resented in their columns. Informa- 

tion 0 HD D. LA COSTE, 38 Park Row, N. Y. 


MISSISSIPPI. 


HE WATCHMAN has a large circulation 
throughout the Southern 8 d isa 














splendid re —— _ ford sample 
ee ane ae wm Fie JAS. M. WALKER, 
Publisher, W: villians! ane, ta 
MISSOURI. 





Kk ss CITY WORLD, daily exceeding 25,000, 
\ day 30,000. 

‘ atte West Plains, Mo., leadin; r in 
G county. Best farming and f feabese ee t-growing 
district in West. Write for rates. 

To reach the 50,000 lead ana zinc miners of 

Southwest Missouri, use the columns of the 
Webb City Daily and Weekly SENTINEL (successor 
tothe Times). A live, progressive and up-to-date 


newspaper. 
MONTANA. 


He JENA INDEPENDENT — 6,240 Daily, 6,240 

3,385 Weekly. Leading newspaper in 
Montana. towell’s Direc ay! ves it five times 
the circulation of any other Helena daily. 


NEW JERSEY. 


TRE DECKERTOWN INDEPENDENT has the 

largest circulation of any paper in Sussex Co. 

R= Bank is the chief business town of Mon- 

mouth County. The Red Bank REGISTER 

is the county’s best newspaper. Its circulation 
in 1895 was 2,518 per week. 


NEW YORK. 


BRIS. a gad journal for advertisers. It 

contains photographic reproductions of the 
best retail advertisements to be found in the va- 
— Se a oe of the a ee world, 


er with many hundred excellent iS apes 
wine for catch-lines, readi: = 
y 


matter and 
zraphical display of advertisements. The on 
journal in the world devoted exclusively to re- 
tail advertisers and to the men who write and 
set their ads. Printers get many 
tions for display from it. Subscription 
a year. ple oony of Brains free. Advertis- 
in rates on applicat _ BRAINS PU BLISHING 
., Box 572, New York 


NORTH CAROLINA. 


‘TH NEWS is not only the onl Foi oon 
per in Nes aeoaey a city of 19, pula- 
tion, but it has a ae circulation * . “y city 
than any other pa) The same is true of the 
TIMES’ (weekly) circulation in ap ne ge Coun- 
. ie NEws and Times combined have more 
coulations in Charlotte and ae than 
any sy three mae OoBOW Advertising rates are 
reasonal 


























sugges- 
ae s4 








OWD, Editor & -roprietor. 


OHIO. 


> eee Ohio, the only — paper, 

A py Ews,” is read by 40,000 people. 

I re otal MORNING TIMES, EVENING NEWS, 
EEKLY TIMES-NEWS, 14,000 daily, 4,500 








oui 
I EADING fey, and weekly 
4 Ohio. THE VINDICATOR, 
-, 6,000 weekly. 


PENNSYLVANIA. 


HE PATRIOT, Harrisburg, Penna. Forty- 
third year. Politics, J gee eget I Demo- 
pe et State capital; 8,000 

iy. 8 low. Population’ 54,000. 





pers in Fastern 
oungstown, 8,400 








cratic. 
daily, 5,000 wee! 














PRINTERS’ INK. 


fap rag oy Doylestown, Pa. Oldest ~y -4 
in the ie establish: 5 


2 —- 4, ~4 + the 
county ; the o: a eir home; 
only exclusively me made Ts —.- A the county, 
never ha’ matter nor patent 
sheets. Sen form = cnet wa circulation. PAS- 
CHALL & CO., Doylestown, 





by! down in the corner of the splendid 
ne State is the richest, most = 
ful oueal of all, with a. = square miles 
90,000 people. laware ~~ fe a ae ow ¢ sot 
Chester, are covered thorough! y b 
Tres , the best loc: in Ree oe and 
quested nowhere in the tho’ ness with which 
it covers its district. EK —— reads it because 
itis so full of local n ae 
ments. WALLACE & SPROUL, hester, Pa. 


TENNESSEE. 


CBgtrazo0da, Tenn., has 50,000 people. The 
/ EVENING NEWS has 35,000 readers. It is an 
up-to-date pew: r, full Associated Press day 
report, Mergenthaler machines, perfecting = 
Serves all nearby rail ——. wer 
Greatest local circulation. Best and largest lis t 
tercien advertising any paper in the South. 
Write for rates. 











TEXAS. 


I AILY AND WEEKLY ENTERPRISE. Largest 
cire’n in Cleburne and Johnson Co., Texas. 








VIRGINIA. 


ey eae NEWS has the largest circulation 
4 of an Ke sod west of Richmond. Has only 
one rate tor rtising. No “special” prices to 
any one. Any information of H. D. LACOSTE, 38 
a ad Row, New York, Manager Foreign Adver- 
tising. 








WASHINGTON, 


GEATILE TIMES. 











QEATILE TIMES is the best. 
& 





Ne — is the home paper of Seattle’s 60,(00 
people. 





Sr ty afternoon daily, the Towes, has 





A e largest circulation of any evenin r 
ae of San Francisco. é — 
WISCONSIN. 





V JISCONSIN AGRICULTURIST, Racine, Wis. ; 
5 lines, 1 time, $1. 
W ISCONSIN AGRICULTURIST, Racine, Wis. ; 
semi-monthly. Established 1877. 
\ beg AGRICULTURIST, Racine, Wis. 
Rates, 20 cents aline; circulation, 28,000 
guaranteed. 


Sam a regal TELEGRAM pays advertisers. “I 
cg Ney a yo _ columns of 
your paper, an id that w t good results 
wend onl in 74 | field ‘put fi co the neigh: 
wns.” Circulation 5.500 5 Ae, 
for epece of H. D. LA COSTE, 38 Park Row, NY. 


CANADA. 


0 “eu A —- p yeasty. 30 best rs in Prov. 
. E. HESBATA Ss, ‘ad Agency, 

















R5.5 


Montreal 
I IG cit 





dailies claim to do it all. They do 
reach a handful of business men and politi- 
cians in the towns, but wise advertisers reac 
the people by _ of the best local papers. The 
BERLIN RECoRD (d and w) is clean, bright and 
popular and goes into more homes in its ter- 
ritory than an. anyon other WILEY er . Rates on ap- 
plication. Berlin, Ont. 


HAWAIIAN ISLANDS. 
Gur. 


comple 








and weekly. The live, popular 
the oor, Covers tebe group 
iy Honolulu, H. 
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CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
the a; iate class, cost 50 cents a hag og fase 
t One line inserted one 
Sor or $36, 6 6 months Sor $13,3 oantlie i for 
4 weeks for #2. _ the publi isher who 
find the headin ene wants a new heading will be 
specially fit his case. 


ADVERTISIN 
BRAINS, a weekly Journal je advertisers. It 





contains photographic a of the 
best retail vertisements to be found 
various publications of the lish. - 


ing world, together with many hundred excel- 
lent typogrs for catcB-lines, 

and best 

ments. The only 4 

exclusively to re! tad vertise: 
who write and set their ads. Printe’ many 
000 st ions for ep — i it. Sub- 
ee dw? at oe Sample Copy c. 


BRAL mapplicad 
BRAINS PUBLISHING CO. sing Fates Box $72 York. 
AGRICULTURE. 


eaEEe ee AND FARMER, Zanesville, 
NSIN AGRICULTURIST, Racine, O wis. 
Pacirt 1C RURAL PRESS, San Francisco, Cal. 
FARMERS’ HOME JOURNAL, Louisville, le, Ky. 
weekly to 13,600 of the wealthiest 
of Kentucky and Tennessee. 
BOOTS AND SHOES. 
“ BOOTS AND SHOES” WEEKLY, N. Y. City. 
CARRIAGES AND WAGONS. 
Tae HNUB, 247 Broadway, New York 
The leading monthly, containing all that 
—_ to the art of cnrvinaes baie 
nd circulated all over the world, 
THE HUB NEWS, 247 Broadway, N. Y. 
The only weekly paper published in the 
interests of vehicle mfra. and dealers. 





DANCING. 
THE BALL ROOM, Kansas City. Semi-monthly. 
EDUCATIONAL. 

THE yi — A SCHOOL, I Lexi ington, 1895, 
sworn n 6,092 copies week pay 2e, 
cireulationin x — of fontecille, Official 
organ dA of Education. 
Rates and sample copy free. 

GROCERIES. 


GROCERY WORLD, Philadel ty - ~ p Ze larg. 
est paid circulation ; the = 
ket reports; the | of B 
spondents of any oecy ow published 
in the world. Send for free sample copy. 


HARDWARE AND HOUSE FURNISHING. 


HARDWARE DEALERS’ MOG AEING. 
Largest circulation in its fiel 
D. T. Mallett, Pub., 271 + ¥. 
HORSE INTERESTS. 
COACHING Philadelphia, Pa. 4,000 monthly. 
HOUSEHOLD. 
Serant COURIER. 31 years old. ws a vil- 
and farm cire’n around Detroit greater 
+ — od any other weekly. Ad rate G0. per inch. 
MEDICINE, 


LEONARD’S ILLUSTRATED MED’L JOURNAL 
Detroit, Mich., has 10,000 each issue ; proved. 


MEDICINE AND SURGERY. 


WESTERN MEDICAL AND SURGICAL 
REPORTER, 8t. Joseph, Mo. 


MINING. 
MINING AND SCIENTIFIC PRESS,San Francisco, 
MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
PAINTING. 


PAINTING & DECORATING, 247 Broad- 
way, N. The finest and most complete 
paper published for the trade—one nane 
worth more than im price « of a year’s sub’n. 


TEX TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
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} What 
> The San Francisco 
Chronicle says: 


Mr. Ir. Geo. se’ Rowe 


PPP 


PPP» aed aed ee 


PPP PBP PIPPI PIP PPP PPP PPP PPP PPP 


‘“‘SAN FRANCISCO CHRONICLE. 


‘Daily, over 68,000. 
“Sunday, 75,000. 
“Weekly, 25,000. 





Advertisement. oa 
day 75,000, Wee ily B08 


EXAMINER; = 
WEEKLY , Thursdays; indeper 
cratic; daily twelve to sixteen, 
teen pages 17x22, ony thirty 





PP ddd ddd 


‘“ THE CHRONICLE has the largest bona subseription—dai (ingisg Ke 
fide circulation of all the papers published Wh’ Hea carat. elo an ipa 


lation, om 


west of the Missouri River. Its circula- = ¥y 
daily 75, 930, wal 97, os 


tion is 20.000 more than that of any other 
paper published in the City of San Fran- 
cisco.” 





The correctness of circulation rati 
ures, or marked with one asterisk (+ 
by a reward of a hundred dollars($10 
paid in each and every case to the f 
proves that the Directory has been fr 
an untruthful report and thereby le 
paper eo —. <i a rating w 
ance with **** See foot note. 


Where a publisher furnished a stat 
accuracy of which the Editorof the 
feel warranted in risking the hundre 
on account of indefiniteness of expr 
ing properly signed, or any other 
paper in such case is not alwa‘ 
that seems to be claimed forit, _ th 
is marked with two dagg 
correctness of these ratings Is i. 


From the American Newsgiper Dit 


THE SAN FRANCISCO EXA 


we», Pacific Coast that guarantees its | 


C2 Co, SCS Copies each issue 


E. KATZ, Eastern Agent, 


£4 


PPh edd 


PP Pda 
PAPA PBP LPP AD DDS 

APA dad ddd ddd ddd ddd dd 
PPA PAPBPABLP LLLP 

















P, Rowell says: 


DLE: ev DLE; every morning, and 
Wacky. Th Thursdays; 
independent ; daily and 
— twelve, a 
twenty-four pages 17x22 
Subscript! on — daily 
with sunday 986.7 
, wv , Sunday 
daily and 
sy 185, weekly 1874; 
M. H. de oung, editor 
, and publisher; circ’ 
ge ++, weekly 
e cor. Market, 
Geary and Ke arney sts. 
ew 68,000, Sun- 
ly 25,000: 


ER; = morning, and 


; independ ent-demo- 
aes Suniay sixteen, weekly six- 


ges; 
yn ing Sunday) 90 
rid a; 
tor and ade, —_ 


the past year— 
wre 77.033. 





circulation ratings given in fig- 
| one asterisk (), is guaranteed 
dred dollars($100), which will be 
ry case to the first person who 
tory has been imposed upon by 
and thereby led to assign to a 
4 rating which is not in accord- 
See foot note. 


furnished a statement, upon the 
e Editorof the Directory did not 
king the hundred dollar forfeit 
iteness of expression or not 

or any other te pny +E the 
is not always rated in the class 
ed forit,and the rating assigned 
o daggys (thu: Bt+t). The 
ratings Is not guaran 


Newsdiiper Directory of 1896. 
rrri 
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What 
The San Francisco 
Examiner says: 





State of California less 

City and County of San Francisco, { 
Personally Bookkeepe before me, T. J. 

Flynn, Head Boo kee] r for “The San 

Francisco Examiner,’ Pie being duly 

sworn, deposes and says: That the Daily 

Average Distribution of “The Examiner” 

for the month of April, 1896, was........ 75,898 


Distributed as follows: 
PAID CIRCULATION. 


Agents and Carriers............++++ 67,655 
Single Wrappers to Post-office Sub- 

SIPTISTR . cocccccosescccsccsccssccses 279 
rnecc.cccesncsccessessecce 444—73,578 


Exchanges, Advertisers and Employees. 
i, SE me ey 
To Employees, Post office, Wells- 
Fargo’s, Exchanges, Eastern 
5 oer Files, Advertisers and 


hoturnet by Railroad News Agents 
and Eastern Hotels...........-.. 
Unsold in Office and Destroyed.... 


















Sunday AVETAGC. «0... sccccscccce-cocvcces 
Weoskly AVGtAG®....cccccosevcccccccscces 85,000 


T. J. FLYNN 





Subscribed and sworn to before me 
this 14th day of May, 1896. 


[SEAL] H. C. DROGER. 
Notary Public in and for the City 


and ser A of San Francisco, 
State of California. 






{ 
EXAMINER is the only paper on the 
s itt PAID CIRCULATION to be over 


issue. we oe It makes these figures the basis of 


all its Advertising Contracts. 


Agent, 186 World Building, New York City. 


Radia 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


ta Issued every Wednesday. Ten cents a copy. 
oe rice, five dollars a year, in advance. 
ix dollarsa hundred. No back gee 
ror ten dollars, geht ot advance, a receipt 
be given coveri eubecriy ition from 
date to (January Ist, 1 1) paid end of the century. 
3 CIRCULATION : N detailed statement of the 
number of copies printed of asa? ae of 
ERs’ InK for the full year 1895, pared to be 
laced on rr with the ‘editor on the | — 
ewspaper Directory, so circulation 
be correctly rated in the issue of that book fo for 
189, shows that the actual average edition for 
the year was 21,913 copies; for the last 
months, es 434 copies ; for the last three months, 
24,384 copies and for the last four weeks, 27,100 
copies. The si lest issue — the num- 
bered 14,300 copies. The 40,300 © copies. 
The year 1896 opened with ba ay twice as many 
names on the subscription oe as had place there 
at the beginning of 1895. ular issues of 
INTERS’ INK for the first ten wee sin 1896 were : 





30,25 
it is always 
five hundred 


arch 
te" Be 
possible to issue a new edit 
copies for $30, or a larger number at same rate. 


os printed from_ plates 
ition ot 


t= Publishers desiring to subscribe for PRINT- 


ERs’ INK for the benefit of advg. [neers y may, 
on rr obtain special — ntial terms. 
person who has not paid for it is 


s payee it - Beeatuse 
r is 
stopped at the expiration of | the Ge se paid for. 


New York Orrices: No. 10 Spruce STREET. 
Lonpon AcenT, F. W. Sears, 108 Fleet St. 
Cuicaco, BenHaM & INGRAHAM, 315 Dearborn St. 


NEW YORK, JUNE 3, 1 


some one 





1806. 





OFTEN in conversation you have said 
something that has had a greater effect 
than you anticipated. It hit. It is 
the study of such things that enables a 
man to do good advertising. 








AN advertisement that merely gets 
inquiries and doesn’t get business, 
doesn’t amount to much. It is com- 
paratively easy to construct an adver- 
tisement that will bring inquiries of 
some kind. This is particularly true 
if you have something free to offer. 


THE advertisements in PRINTERS’ 
INK for May 27th were not of as good 
average quality as in the three preced- 
ing weeks. The best advertisement 
for the month was that of the St. Paul 
Dispatch, appearing on page 27 of the 
issue of May 6th, inserted by special 
agent J. E. Van Doren, whose office is 
in the Tribune Building, and to Mr. 
Van Doren the prize Teapot for May 
has been awarded. It may be said 
that the successful advertisement was 
not only better than any one that ap- 
peared during the month, but that it 
was a good deal better. 


PRINTERS’ 


INK. 


Mr, Gero. P. ROWELL has been fre- 
quently credited, in the advertising 
pages of PRINTERS’ INK, with having 
said: ‘‘ The Chronicie is the best con- 
ducted newspaper published in San 
Francisco.” Mr. Rowell does not deny 
having made this statement, but it is 
his impression that his opinion would 
have been more exactly expressed by 
substituting for the word ‘‘ best” the 
two words ‘‘ most economically.” 





THE daily edition ot the American 
Wheelman, of New York, appeared 
Sunday, May 24. The paper costs 
one cent. Its issue is indicative of 
the growing interest taken by all classes 
in bicycling news and affairs. No 
other form of sport or recreation in 
America has a daily organ entirely de- 
voted to it. The nearest approach to 
such an organ is the New York Mer- 
cury, which devotes the bulk of its 
space to horse racing, and costs five 
cents per copy. 





In frequency of issue the newspa- 
pers catalogued in the American News- 
paper Directory for 1896 are grouped 
numerically as follows : 





WERE. ...0.- sc ccccee 14,614 
Ear 2,723 
| | 2,205 
Semi-weekly.......... 394 
Semi-montaly........ 335 
SEE. cadcccveves 162 
Bi-weekly............ 93 
Bi-monthly. ......... 55 
Tri-weekly........ ok 43 
Tri-monthly.......... 3 
Semi-quarterly....... 3 

20,630 





THE New York /ournal has been 
interviewing the ministers of the city 
in regard to the advisability of adver- 
tising church services. All the min- 
isters interviewed express themselves 
as satisfied that advertising is neces- 
sary, although difference of opinion 
exists as to methods and manner. ‘The 
general trend of the replies may be 
gathered from that of Rev. J. L. 
Campbell, of the Lexington Avenue 
Baptist Church, who said : 

Ministers should use every legitimate 
means to reach the people, and advertising is 
clearly one of them. his is understood by 
managers of theaters and others. The chil- 
dren of this world are wiser in regard to 
these things than are the children of light. 
There is a dignity belonging to the pulpit 
that is not found elsewhere, but this is not 
inconsistent with extensive advertising. 


Luther flung the inkstand at the devil, and 
ministers and churches should not hesitate 
to imitate his example. 
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A SMALL advertisement in a news- 
paper, with pith and momentum in it, 
is usually more effective than a page 
poorly put together. 


THE word Copco is derived from the 
initials of the words Cotton Oil Prod- 
uct Co., who were the original manu- 
facturers of the soap now advertised 
by Messrs. N. K. Fairbank & Co., of 
Chicago. Such a method of securing 
a distinctive name, which can be pro- 
tected by copyright, has often been 
followed, notably in the case of 
R.I.P.A.N.S., each letter of that 
name being the initial of one con- 
stituent—viz., rhubarb, ipecac, pep- 
permint, aloes, nux, soda. 


THE PRINTERS’ INK Teapot for May 
was awarded to the advertisement of 
the St. Paul Dispatch, appearing on 
page 27 of PRINTERS’ INK of May 6th. 
This advertisement was written by the 
New York representative of the Dizs- 
patch, Mr. J. E. Van Doren, to whom 
the teapot was sent. Five votes were 
cast for the winning advertisement by 
readers of PRINTERS’ INK, each of 
the five becoming entitled to a year’s 
subscription to the Little Schoolmas- 
ter. The names and addresses of the 
fortunate voters are : 

T. W. Elliot, Mellette, S. Dak. 

F. Dorman, be Vineland, N. J. 
J. Langenheim, 1151 Liberty street, 
Pittsburg, Pa. 
Hollis Corbin, Knightstown, Ind. 
E. P. Mickel, El Paso, Tex. 


A MERCHANT of horses was driving his 
stock to the market. On the road he met a 
venerable old fool, who offered to buy his en- 
tire stock, 

“It is this way,’ said the intended pur- 
chaser, “‘I will take your horses now, and 
whenever I find use for one, will send you 
the money for it.” 

** Now the gods be lenient to folly!” ex- 
claimed the indignant merchant. ‘‘ Man, 
man! where in the realm of idiocy did you 
get your knowledge of business ?”” 

“T ran a-pay-on-publication journal for 
ten years,” said the fool with asperity. 

But the merchant had vanished in a cloud 
of oaths and dust.—//. W. Phillips, in Life. 


Perhaps the absurdity of ‘‘ paying 
on publication ” was never more forci- 
bly illustrated than by the foregoing 
story. PRINTERS’ INK pays for every 
contribution it accepts on the day it 
is accepted ; and in most cases the day 
of receipt and the day of acceptance 
or rejection are the same. Every 
writer who has ever wearily waited for 
payment for work until its publication 
will appreciate the convenience to him 
of such a method. 


’ 
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FoLLow a good ad with a better one, 
if possible. 


** ONE idea in an ad” means that all 
the details of an ad should be subor- 
dinated to a central idea. Nothing is 
harder to remember than a mass of 
unrelated details. 





THE present output of newspapers 
by States in numerical order is as fol- 
lows: 

New York .......sesee--seeeee 


BIROEB. «6.0.00 r00cc00e0s085 
Pennsylvania 
























ee ae 627 
eS ee 606 
EE skins. cwarensn svepteh 583 
Oa 549 
DE IN ces sdiisxcunienens 393 
ERG IEA 327 
PERT onccccnceusseeasesss 3c0 
SR biinkr us ceepeiediens 286 
PINES 6.0 000600. vseweveuse 282 
WM nnsrsencesaesacouseebe 266 
South Dakota... 257 
Arkansas 250 
Washington... co 69885 
ae 
| eae 218 
NC Sec iec ca toeeter as 212 
eee 204 
BED ccicdecoccovdsscncsenees 192 
Gs debak dunes nemennnodn 188 
Mississippi ............ 185 
eee ans 
WEEE WOR ws stnscesseece 169 
Florida 139 
Wests DGRSIS.....cccccccessees 136 
South Carolina.........-.cccece 123 
New Hampshire ........... .. III 
Oklahoma 101 
BEOMERRR. 0 00. ccccccccccsecess 96 
VeTRORE ..cccvicce 85 
Rhode Island... 75 
District of Colum? 68 
rr 66 
BERND svcscccccccscvccecconcces 64 
NY Cin ccesncccssucecken 53 
Indian Territory.............. 50 
BEER —s Sc co cccscecse cone 46 
Ee rere 38 
WI oe vcccsccscccsseeces 33 
EEE PE Re 26 
Alagha..ee coccsccscovecsccccccs 4 
19,760 
IN CANADA 
ee 512 
QeORE....0cccsoccescs sooce 128 
Nova Scotia........ 68 
Manitoba....... .. 49 
New Brunswick... 44 
British Columbia. o. 
N. W. Territories......... 2I 
Prince Edward Island..... 16 
865, 
Newfoundland... ........ 5 870 





Creel Cates 5... ciseccscecces 20,630 








THE NEW YORK SPECIAL AGENTS 


CLARENCE E. SHERIN was born at 
Peterboro, Canada, in 1863, and was 
educated at Victoria University, Co- 














CLARENCE E. SHERIN. 


burg, Canada. He left college in 
1884, and went to St. Paul, Minn., 
where he took charge of the advertis- 
ing department of the St. Paul Dis- 
patch, which was his first experience 
in newspaper work. He had charge 
of the advertising for three years, in 
which time he built up a large adver- 
tising business for the Dispatch. Later 
he purchased the advertising space in 
the St. Paul Daly News for five 
years. Two years leter he undertook 
the management of the paper, which 
position he held until 1894, when he 
came to New York to start in the 
special agency business in Temple 
Court. Mr. Sherin represents the 
following papers: 
MINNESOTA. 


Minneapolis..............cccese Penny Press 
NEW YORK. 
brdccesavcesendssseucscil Commercial 
Rochester.......0se0s. Union and Advertiser 
Dime ssesekisttseeed n04seeeeeewe ecord 


Roy V. SoMERVILLE was born at 
Dundas, Ontario, Canada, in 1859. 
He attended public and high schools 
until 14 years old and then entered 
the office of the Dundas 7rue Banner, 
owned by his father, becoming in turn 
apprentice, foreman, local editor and 
partner, and finally taking on the 
entire business. He was elected presi- 
dent of the Canadian Press Associa- 
tion in 1888. In 1889 he sold his 


PRINTERS’ INK. 





business with the intention of starting 
or purchasing a daily paper. Instead 
of doing so, however, he contracted 
with Sir William C. Van Horne, 
President of the Canadian Pacific 
Railway, to organize and conduct an 
advertising bureau for that road. This 
he accomplished successfully, and had 
charge of till May 1, 1891, when he 
came to New York as advertising rep- 
resentative of over one hundred Cana- 
dian papers. In spite of the almost 
Sa tariff on American goods, 

e has introduced many good adver- 
tisers to the Canadian field and con- 
siderably increased the business of 
those who had been using Canadian 
papers in former years. He is of the 
opinion, gained from experience, that 
the abolition of the Canadian duty ona 
few lines of goods largely advertised 
in the United States would result in 
the placirg of over a million dollars’ 
worth of new business in one year in 
Canadian papers, and that even if the 
duty on such lines was reduced only 
to an average of ten per cent the new 
business resulting would amount in 
volume to at least half a million dol- 
lars. Mr. Somerville has an interest- 
ing collection of letters on this subject 
from the most prominent advertisers 
of this country. He now represents 


only papers in the twelve largest cities 


F 2 | 





asks | 
| 5 : sik peek 
ROY V, SOMERVILLE. 
of Canada, as the tariff precludes 
profitable work for smaller papers. 
This is the list: 


ONTARIO. 


Toronto 
Toronto 
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WING ies Lecce b sedsivceeccheekens World 
DOV 086. eh wviccces éastibecs ob Telegram 
pO Se Saturday Night 
Hamilton......... oo. ce coccceee Spectator 
ds occdn cad vctcleoossesanen Herald 
eS Se eee Free Press 
EAREUR 6 0 00.08606666c000 Coovcccoss Advertiser 
ME, detest eneniscsstseoistoucstin W hig 
«- 000s. News 
ene teeees: saci Journal 
Free Press 
ee ee Witness 
ee Gazett»: 
Montreal,..... obeveuesepenecsesedewe Herald 
POE 6a cee esc cncs venvesseeen La Presse 
GS is catittenccscnsncneds Chronicle 
NEW BRUNSWICK 
Dh) Bitnctcke<s socedeebeieteoes Telegraph 
Sis BER cscdesceccveseseccensesss Glo 
Te UN nabs. bcp ccsenancieseebowen Progr: ss 
NOVA SCOTIA 
PR cncccccccsssesvaces Herald and Mail 
Halifax........ oosesseed Chronicle anc Echo 
MANITOBA 
WR ib ink donc ictacvesousd Free Press 


BRITISH COLUMBIA. 
Vancouver . . News-Advertiser 
WE Ritnncheveecdsscvesesdenenee Colonist 


Mr. LEANDER H. CRALL, who is 
said to be the oldest special agent in 
this city, was born about 1830 in 
Ohiv. His office is in the Times 











LEANDER H. CRALL. 


Building. He represents the follow- 
ing papers : 
ILLINOIS. 
Chicago..... SdEweCegernse8sees . Inter-Ocean 
OHIO. 
Chatameh asc sccoce ceccveestoses Enquirer 
Cincinnati -Times-Star 





Cleveland. ..ccc ccccce sccccccce ooceee Leader 


Cuas. H. Eppy was born in Boston 
in 1860. Hubbard’s Agency at New 
Haven furnished Mr. Eddy his first 
knowledge of the advertising business. 
At that time the Hubbard Agency 


INK, 41 
controlled the advertising of some of 
the largest advertisers in the country. 
Mr. Eddy afterward became connected 
with Lord & Thomas, at Chicago, and 
also represented that agency in New 
York for a number of years. For six 
years past general advertisers have 


t te 





CHAS H. EDDY. 


identified Mr. Eddy with the Chicago 
Newspaper Union, for which he is the 
Eastern representative. He is also the 
Eastern representative of the Milwau- 
kee Evening Wisconsin. Mr. Eddy 
was recently appointed by the Boston 
Transcript as its advertising repre- 
sentative outside the Boston field. 


Se RN 
WISE ECONOMY IN BUSINESS. 
Economy and enterprise are both necessary 
to success. Too often the merchant fails to 
secure a great measure of prosperity because 
he considers these qualities contradictory, 
and cultivates one at the expense of the other. 
Economy may consist in saving every scra 
of paper, metal, string, wool, coal, etc., which 
has use and value, and may lessen expendi- 
ture; it may be extended to mean a wiser 
expenditu.e, of money for fuel, light, wages, 
rents, advertising and personal expenses, but 
the limit of this kind of economy is the pro- 
portion of actual waste which can take place 
in a given amount of gross profits. So 
wherever economy fails to recognize the 
necessity of making more business ona scale 
of expenditure necessary for the larger ac- 
tivity, economy degenerates into a weakness, 
and not infrequently into a vice. It is al- 
ways both a vice and weakness when economy 
becomes meanness, and excites dislike and 
even hatred in the hearts of employees, rela- 
tives and the general public.— Z-xrchange. 





rrr 
A FACE powder ad need not be invisible, 








42 


AMONG THE ADVERTISERS. 


The Missouri Editor, a little publi- 
cation issued at Columbia, Missouri, 
publishes in its latest issue the follow- 
ing notes and suggestions about ad- 
vertisers : 

Ask cash from P. Doran. 

Let Hewitt & Hosier alone. 

The Monon Seed Company is a fraud. 

Ask cash from the Canadian Music Co. 

Ask cash from the Empress Bicycle Co. 

Do not advertise Kernon & Co., Chicago. 

No new R. V. Pierce contracts until fall. 

Do not accept the W. F. Bailey proposi- 
tions. 

Do not accept the Ladies’ Every Saturday 
ads. 

Do not bite at the National Recorder 
propositions, 

Ask cash from J. E. Campbell & Co., Kan- 
sas City. 

J. C. Lawrence & Co., New York, are 
frauds. 

The Owen Electric Belt Company has 
made an assignment. 

The African-American Gold Mining Com- 
pany is a fraud. 

orge Batten, New York, places the 
Vacuum Oil ads. 

Do not accept the Star Accident Insurance 
Co.’s proposition. 

The Dr. J. H. Mclean Company, St. 
Louis, is again placing ads. 

The National Gramaphone Company, New 
York, is a new advertiser. 

Insert no reading notices free for D. M. 
Osborne & Co.—or any one else. 

It will not pay oubtidien to accept the 
dishes proposition of Lippman Brothers. 

The eulbeses Chemical Company suc- 
ceeds the Columbia Chemical Company. 

Lord & Thomas, Chicago, are sending out 
additional advertising for Kirk's soaps. 

The Ceylon tea ads are placed by Fred C. 
Williams, 103 Fulton St., New York. 

The Pope Manufacturing Company will 
not sell the Columbia bicycle for advertising, 
but offers the Hartford for $40 cash and $40 
advertising. 

The Cash Buyer’s Union, 158 West Van 
Buren street, Chicago, is offering the May- 
wood bicycle to publishers at $76 cash, half 
cash and half advertising. Ask all cash. 

Nelson, Chesman & Company, St. Louis, 
have been sending out orders for reading no- 
tices of the Paris Medicine Company (Qui- 
nine Tablets), and will increase the advertis- 
ing. 


a 
THE ART OF DUNNING. 

This matter of dunning is not an easy one, 
as the different people must be studied, and 
care must be used in writing them, or else 
loss will result to the house and the ill-will 
of its clients engendered. The necessity of 
an expert correspondent and letter writer is 
not more needed in any department of a busi- 
ness than in dealing with dunning of custom- 
ers. The ability to dun a man, pressing the 
demands of payment and exacting payment, 
and yet retain his good-will, is an art, and as 
an art it must be cultivated as well as in- 
born, and calls for exceptional ability and 
discretion, in saying a thing politely, respect- 
fully, urgently and impressively.—Hara- 
ware. 


+ 
+> 





Ir pays to make your point so plain that 
tue very stupidest can understand it.—C. A. 
aies. 
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UTILIZING AND COPYING. 

There is a distinction—though the dividing 
line is a very thin one—between utilizing a 
suggestion and copying some one else’s ideas. 
That the wise advertiser will always and 
everywhere be looking for fresh ideas and 
suggestions is an elementary axiom. He sees 
some useful phrase, some elegant type, an 
effective form of display, or notes a useful 
story or some modern event which lends itself 
to making a good advertisement, and from 
that starting point evolves a good announce- 
ment. This is not copying, though the root 
idea is not an original one. It becomes the 
advertiser’s by right of conquest, so to speak ; 
he has made good use of it, and it becomes 
his. But let us suppose that Smith is using 
a small block in the shape of a rhombus for 
use as a two-inch single column advertise- 
ment. We will further suppose that a par- 
ticular style of type and setting has been 
adopted, and then Robinson comes out with 
an advertisement evidently modeled on 
Smith’s, and for a similar article. This is 
copying, and not utilizing a suggestion. The 
decision as to the place to draw the line must 
of course at teed rest on good feeling and 
sense of fairness ; but every one must admit 
that the line is sometimes overstepped. When 
a man has spent money, energy and brains 
to identify himself with some special article, 
it is not fair for some one else to come in and 
confuse the mind of the public, and even to 
rob the original advertiser of a part of his 
just reward. The worst of the evil is that 
there is practically no legal remedy, though 
the injustice must be patent to every one.— 
London Edition Printers’ Ink. 


“ peaaty 
PICTURES. 

Pictures and illustrations in ads have a 
wonderful power. ‘They can help tell an ad- 
vertising story in a most emphatic and in- 
teresting way. Any ad is better when it has 
a good picture in it. The chances are it will 
be read quicker because it has the picture. 
It surely will catch the eye quicker. Adver- 
tisers shouldn’t overlook the value of pictures 
in their ads. However, much care should be 
exercised in selecting proper pictures for this 
use. An ad shouldn't mislead or deceive in 
pictures any more than in words, and the 
pictorial story shouldn’t be a bit stronger 
than the now: story. Cuts shouldn’t be 
too large, not over one or two columns in 
width. They would better accomplish the 
end sought if they illustrated the goods ad- 
vertised in an attractive, pleasant way. The 
best illustrations an advertiser can use 
are those that tell something about the ad- 
vertised goods at a glance—the illustrations 
that tell stories of their own and that show 
how the article looks when being used; how 
good it is when in use; the effects after use ; 
that suggest the good points of it. Illustra- 
tions that have nothing to recommend them 
except their cheapness and their neatness 
should be given a good deal of consideration 
before they are used. They may spoil rather 
than better the ad. A more intelligent use 
of illustrations will make better illustrated 
ads.— Minneapolis Fournal, 


PERPLEXITY. 

Wifey—I can’t understand. 

Hubby—What ? 

Wifey—If advertising costs so much in 
this paper, why do Puffer & Co. leave so 
much blank space in their advertisements ? 

-~7o-, 

Tue broom seller need not 

ing assertions in his ad. 





make sweep- 
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THE SHATTERED VISION. 


The business office of the great Morning 
Bulletin swarmed with people. It was the 
day after the special “want ad”’ edition, 
and the crowd was composed of eager, anx- 
ious advertisers after a myriad of things. 

A tall, intellectual youth pushed eagerly 
to the.counter. He requested a copy of the 
paper containing his advertisement. He 
rapidly perused the pages. Yes, there it 
was! 





\ ’ ANTED—A young man of ambition and un- 
doubted intellectual qualifications wishes 
a position as private secretary ae ge ntleman 
of means, millionaire preferred ; 
gin, not less than $1,500 a year. No 1 ee re- 
quiring hours more than from 9 to 4 ace ep 





Was there an answer? The youth res ed 
his card and the clerk began the search. 
The youth watched with eager eye. Success 
meant wealth, honor, position. 

The clerk approached the counter. His 
hand held a letter. The youth’s fingers 
stretched forward hungrily. They clasped 
over the pregnant envelope. A vision passed 
befcre him. e saw himself in high posi- 
tion, administering the vast affairs of a multi- 


INK. 43 


millionaire. He saw himself barring the 
entrance of Senators, of kings of finance and 
of battle. He saw himself winning the mill- 
ionaire’s affection—adopted. He dreamed 
roseate dreams of the millionaire’s fair 
daughter. Success! Ah, success! He 
would be famous, courted, honored ! 

The youth came to himself again. 
broke the seal in trembling expectancy. 
unfolded the sheet and read: 

Seeing your atest mo ® tin Sunday’s Morn- 
ing Bulletin, we have the 
finest suit of spring S thing” in the city for $10. 
Call and be convinced. tfully yours, 

Have, INN & CHEATEM, 
Makers of Fine Gents’ Clothing, 
2% Blank street. 
—Kit Kat, Phila. 


He 
He 





——__+or 
HE WAS NO NOVICE. 


First Office Boy—What makes you think 
the new dramatic editoris an old hand at the 
business ? 

Second Office Boy—I saw him hide his pen, 
ink, pencils, matches and tobacco the moment 
he came into the office, and he has only one 
old corncob pipe, and he carries that in his 
boot-leg.— Exchange. 
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(iy mama used Wool Soap) (1 wish mine had) 


WOOLENS wit not shrink if 


WOOL SOAP 


toy sed in the la) 
ert reshing for batt arp 


Raworth, Schodde tomer On woe Chicago 
3Chatham 8t., Boston, 63 Leonar 


ee 





Poses gihe, tent cloanner and 102 Main Street. 


4 8t., New York 


GEO. T. MASSEY. 
BUD RABOLD. 


Massey 4 Rabold. 


——DEALERS IN——— 


” GROCERIES, 


Confections, Feed 
hime, Gasoline, Ete. 





Highest Prices Paid 


For 
Country Produce 


Telephone 176. 
BOWLING GREEN, KY. 
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Above is a reproduction of an adver- 
tisement cut from a Kentucky paper. 
The appearance of the entire Wool 
Soap advertisement within the adver- 
tisement of this grocer suggests several 
thoughts. One is that the grocer has 
probably been supplied by the manu- 
facturers of Wool Soap with the elec- 
trotype of their ad, and has used it, at 
his own cost, to add to the attractive- 


ness of his ownannouncement Then, 
again, it might pay the manufacturers 
to cooperate with local merchants, 
even to the extent of paying for the 
whole advertisement, since the an- 
nouncement of the distant firm receives 
in this way added weight when used in 
connection with that of a firm well 
known and respected in its own neigh- 
borhood. 
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Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—i/ granted. 
Must be handed in one week in advance. 








WISCONSIN AGRICULTURIST, 


RACINE, WI 
8,000 Weekly. 


Lynchburg NEWS | 


146, 306 “a ict covered by the Superior 
Telegram. 5,600 every eve! (ex. Sunday). 


et TT Wr TOPEKA, KANSAS 





seen »D. 8. 





Cireulation 7,600 


i—larger circula- 
one than any other 


ee 

ansas weekly. For rates, 
ress a Marquette Bidg.. 
Chicago, Ill., Western Agent 


The Evening 
~—&e—_ Journal, 


JERSEY CITY, N. J., 
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365 
DAYS 
AHEAD 
OF 
THEM 
ALL. 
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We so form the 





1S GETTING ON NICELY, THANK YOU. 
So are its advertisers. __They find it pays, 





Create a 


DEMAND 


for your 


GOODS 


By telling intelligent, well-to-do 
consumers what you have to offer 
them. The intelligent and well- 
fixed home owners in Texas, Ar- 
kansas, Louisiana, Oklahoma, 
Indian Territory and — read 
and respect 


Texas Farm and Ranch 


Fraudulent and unclean advertise- 

ments are excluded from its col- 

umns, hence its great value as an 

advertising medium for those 

who are permitted to use them. 

Good company commands re- | 
bor 


spect Write rates, sample 
copy, etc., to 
TEXAS FARM AND RANCH, 
Dallas. 





, booklets, 
| 5,000 for 


KEATING 


BICYCLE 
frame that strength com- 
bines with beauty. 
World’s lightest bicycle. 
KEATING WHEEL CO., 
Holyoke, Mass. 
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Booklets. 


to bring returns must be 
executed with care. The 
display should be well de- 
signed and the printing neat 
and attractive. Sometimes 
cuts will improve a booklet, sometimes 
they will not. In some cases colors 
will add greatly to its efficiency, while 








|in other cases it would be a needless 


expense. I know just how a booklet 
should be displayed and printed. If 
cuts will improve it I tell you. No 
other printer has better facilities for 
turning out this class of work. 

I can furnish 1,000 beautiful eight-page 
rinted in two colors, for $14.00, or 
32. Send for a sample. 

If you want an attractively displayed ad- 
| vertisement you should send to me. 

Address WILLIAM JOHNSTON, Printers’ Ink 
Press, ro Spruce St., New York. 





THE ARGONAUT 


is the only high-class Political and Literary Weekly published on the Pacific 
Coast. Thousands of single-stamped copies of it pass through the post-office 
every week, remailed by subscribers to their friends. It has a larger circula- 
tion than any paper on the Pacific Coast, except three San Francisco dailies. 
It goes into all the well-to-do families of the Pacific Coast. Over 18,000 circus 
lation. - 


Argonaut Building, 213 Grant A 


venue, San Francisco. 
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p Saab S* 1\\| WE DO NOT MAKE : : 
Young Republicans of 
‘Michigan. 





A SINGLE STATEMENT 


about the ‘‘ New Model” web press 


TRI Hl which we cannot substantiate ! 
° ° fF) 


DETROIT, MICH. 


Combination of Old Critic 
and World. 





A GUARANTEED Circulation of 


28 000 It is the fastest and simplest press on 
9 
Ons 


the market! No other press can equal 
its all around efficiency ! 


FOR ADVERTISING CAMPBELL PRINTING PRESS 
RATES AND MFG. CO., 
Address Home Office. 








G Madison Ave., New York. 
SS] 334 Dearborn St., Chicago. 














Lemon Huckster 


Could go through the streets of Brooklyn and shout 
your business until his voice became as rough as a 









rasp, but ’twouldn’t do you any good, because people 
wouldn’t believe him. But if you preach your busi- 
ness in a genteel way through the columns of 





Standard Union 


You'll get results, because the refined element of 
Brooklyn read it and have faith in it. 
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THAT 
RESULTS 
COUNT 


J 
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To School 
Advertisers... 


THE CHURCH STANDAND 
during the past season carried 50 
per cent more school advertising 
than during any previous year in 
its history. 

e have received during the 
past year more unsolicited testi- 
mony as to its value as a medium 
for this class of advertising than 
we have received during any pre- 
vious year. 

It stands upon its own merits 
entirely. If it cannot help you 
fill your school it does not want 
your business. What it does ask 
at your hands is a trial. If any 
paper circulating in the Protest- 
ant Episcopal Church, particularly 
in the great Middle Belt, can help | 
you it is 


The Church... 
.. Standard. 


Special rate for 1896. 
THE CHURCH STANDARD COMPANY 


i Philadelphia, Pa. | 
» 
OSLt*IIIIDIDNDGIDI Ss It S7®@ 


> Hello... 


Is this the Advertising Office of the Christian Guide, 
published weekly at Louisville, Ky. ? 


is proven by an 
vertisement 
in the 


— 
Gospel News. 


<S> 


An undenominational weekly pa 
that reaches thousands upon thousands 
of Homes and READERS amongst that 
class of people who liberally patronize 
reliable advertisers. 








Write for Rates. 
Address 


The Union Gospel News, 
Cleveland, Ohio. 












Yes, sir! 

Well, how about our change of copy for next issue ? 
Have you ordered it? 

Yes ; order went last night, will it be filled promptly ? 


Yes, sir. 

What kind of Advertising do you consider best adapt d 
to our use, display or reading matter ? 

Display, as our artist says it is a splendid subject for 
illustrating and he can do exceilent work. 

All right, I thank you for giving it so much careful at- 


tention, and I am sure good results will tollow. 


CD ID ID IG OG 


..-.GOOD BYE. 
Always address 
H. C. HALL, Advtg. Mgr., 
22 Witherell Street, DETROIT, MICH. 


I A he 
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Daly, , 8 pages 


Mnzeiger... P1834 
Des UWlestens 
TMP RBER OF THE WEST AND’ SUNDAY, 24 to 32 pages 
al 
: 


SOUTHWEST WEEKLY, . 12 pages 


The leading, the foremost German daily of St. Louis— 
its circulation by far exceeds that of all the others. 
The Anzeiger des Westens pays more postage for its issue 
through the mails than any other German paper in St. Louis. 
The Anzeiger des Westens covers the German field of the 
West and Southwest. 
Tue Anzeicer pes Westens is always ready and ae © prove by a 
comparative investigation of all books—not of cash books only, which 
may be doctored—nor by affidavits, which some persons with an 
elastic conscience, and no sense of dishonor, make as easily as eating 
a good dinner, but by an investigation of everything, tat its circula- 
tion is far greater than the circulation of any other German paper in St. 
Louis. 


JOHN ScHRoERS An3eiger Association 


BUSINESS MANAGER 
PUBLISHERS 


Emit Caro 


ADVERTISING MANAGER ST. LOUIS 


— 








Presswork, 


4 Render the advertising pages of @ 


® ® 


@ Just as much care is taken 


e 
4 with the advertising pages S PE l ERSON S 
) e 





as with the illustrated and 1 
@ ®» 
3 tpg. ..... § MAGAZINE 2 
‘ © 
Socosesesrsesesesesess Especially attractive. $ 
° 
e@ That is one reason why advertisers appreciate and use > 
4 the “* Peterson Magazine.” Another—the rate of $80 e 
3 per page an issue by the year. @ 
CG © 
2 The Peterson Company, '9 5th sve., g 


.+» NEW YORK. 2 
e 
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> The only sure way to judge the future is by the past. 
We want our lists to be judged that way. 


Ask the long line of advertisers who for years have 
used the lists—ask them if the results haven't 
been right. 


Ask them why they keep on using our papers. Their 
answers will be uniform : 


“It Pays.” 


We do not solicit orders from those who have wind 
once—they come back again and again of anal 
own accord. 


But we want an order from advertisers who have been 
skipping our lists without realizing what a mistake } 
they were making. 


Our Catalogue will be sent on request, 


cus? 


CHICAGO NEWSPAPER UNION, 


10 SPRUCE ST., NEW YORK,N.Y. 
AND 87-93 S. JEFFERSON ST., CHICAGO. 
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DEPARTMENT OF CRITICISM. 
By Charles Austin Bates. 


Advertisers everywhere are invited to send matter for criticism ; ig trae roblemsand 


to offer ae for the betterment of this de 
ising will be c: 


ment. Anything pertaining to adver- 


‘ell me your advertising troubles—perhaps I can lighten them. 


t riticised freely, frankly and fairly. Send your newspaper ads, circulars, book- 
lets, novelties, catalogues. 





ADVERTISING IN GENERAL. 


The National Cash Register Co., of 
Dayton, Ohio, do extensive and ex- 
pensive advertising. One of the hand- 
somest catalogues I have ever seen is 
their 1896 production. It seems to 
cover all features of the cash register 
question. It is handsomely printed. 
It contains pictures of all the various 
registers, with adequate descriptions. 
Scattered through the book are repro- 
ductions of testimonial letters 

I don’t know whether or not testi- 
monials are as impressive to other peo- 
ple as they are to me, but they always 
seem to clinch the previous statements. 
It doesn’t make much difference what 
kind of business you are advertis- 
ing, testimonials are desirable. They 
are proof. Your own statements about 
your goods are very much more force- 
ful when they are backed by the cor- 
roborative evidence of people who 
have used them. 





* & 
* 


The New York Journal for Sunday, 
May 24th, contained a number of ex- 
pressions from leading New York 
preachers on the question of advertis- 
ing church services. 

It is very amusing to note that the 
Rev. Charles H. Parkhurst disbelieves 
in advertising the subjects of sermons, 
because he says: ‘‘ This tends to sen- 
sationalism, causing ministers to vie 
with each other in selecting striking 
subjects.” As Mr. Parkhurst is prob- 
ably the most sensational figure among 
all the New York preachers, it seems 
strange that he should find fault with 
so slight a sensationalism as the adver- 
tisement of the topics to be discussed 
from the pulpit. 

Rev. H. M. Sanders, of the Mad- 
ison Avenue Baptist Church, seems to 
cover the subject in a reasonably fair 
manner as follows : 


I believe in some advertising for the church. 
This refers to announcing church services in 


the my «pa 1 occasionally give my 
topics in this way when there is to some- 
thing special, as on Thanksgiving. I do not 


see anything criminal in other forms of ad- 
vertising, but I think it is not beneficial. 
Sensational advertising brings together a 


camp-stool congregation, which neither pays 
nor repents. Such persons come to church 
with itching ears, hoping to hear something 
out of the matter-of-fact line. I am not be- 
hind the times. I believe in preaching upon 
the ome of the day, not in repeating the 
Gospel in the same style of sermons that 
were used hundreds of years ago. Neither 
am I tooconventional. I would stand on my 
head in the pulpit if 1 thought in that way I 
might benefit some one. ut these sensa- 
tional means of advertising seem to me to be 
utterly useless in our profession. Red post- 
ers and the like belong to theaters, and 
should remain their property alone. Religion 
itself is full of dignity, and it should be 
treated in a dignified manner. A minister 
who begins sensational advertising must 
keep it up, like a man who takes a toddy 
every day. Christ was a sensational preacher 
in the best sense of the word. That is, He 
neve: neglected an opportunity to talk upon 
those things bearing upon the current events 
of His times. This was as it should have 
been. I know several clergymen who once 
occupied pulpits near here. I do not like to 
mention their names. These men then drew 
crowds to their churches, but now that they 
are gone the several congregations have di- 
minished, showing no good result from the 
former large numbers. You cannot make a 
rope of sand. 

The last few sentences of his remarks 
give an example of the kind of reason- 
ing that is sometimes employed by ad- 
vertisers. I suppose most preachers 
and most every one else will admit that 
it is a good thing to get a crowd intoa 
church, no matter what they may come 
for. Of course the spirit in which 
they come will have a good deal to do 
with the amount of benefit they re- 
ceive, but their mere presence in the 
church is a good indication. 

Mr. Sanders seeks to prove that no 
good results came from the work of the 
ministers who attracted crowds, sim- 
ply because when the minister left the 
crowds ceased to come. No one can 
tell how much good was already planted 
in their minds, and perhaps the inter- 
esting preacher’s successor was not an 
interesting man and could not deliver 
an interesting sermon. It would seem 
that the blame for the reduced congre- 
gation should rest on the minister who 
failed to hold the crowds rather than 
on him who first attracted them. 

{ don’t think Mr. Sanders proves 
anything. He says: ‘‘You cannot 
make a rope of sand.” He should re- 
member also the other saying that ‘‘ A 
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chain is as strong as its weakest link.” 
If the second preacher had been as 
strong as the first, the congregation 
wouldn’t have diminished. The rope 
was all right up to the time the first 
preacher left. The sand began to get 
into the rope immediately afterward. 

Advertisers sometimes say that ad- 
vertising isn’t much use because you 
have to doit all the time ; that it brings 
no permanent good, because if you stop 
advertising you begin to lose the trade 
that the advertising brought you. 

It is really astonishing how many of 
the arguments used by these New York 
preachers are like the arguments used 
by advertisers in general. 

Rev. David J. Burrell, of Marble 
Collegiate Church, says: 

It is a question of taste rather than of 
ethics. There is a conventional code as to 
methods of advertising among ministers as 
among physicians. The Indian herb doctor 
and patent medicine purveyor may do good 
in their way, so may ministers who resort to 
sensational methods of advertising their 
wares. But a man who respects his cause, 
his profession and himself is likely to prefer 
another way. If the alternative is an empty 
church or an illuminated handbill, the latter 
is the proper thing ; but most ministers find 
that a congregation can be drawn more easily 
by exercising their brains in a than 
outside of it. We are appointed to preach 
the Gospel, and the people want to hear it. 
If we have anything to say the people will 
soon discover it. The church notices which 
appear in the newspapers from week to week 
are for the convenience of strangers. The 
publication of sermon themes is for such as 
may be interested in any particular subject. 
I see no objection to it 

Here is the old theory that an estab- 
lishment should be advertised by the 
quality of its wares, just as if the goods 
could not be made first rate even though 
they were advertised. The advertising 
has nothing at all to do with the qual- 
ity. Ifthe fact that the preacher ad- 
vertises is going to interfere with the 
good work that he does, the advertis- 
ing would not only be unwise but un- 
profitable. He would have nothing to 
advertise. There is no use advertising 
a sermon unless it is a good sermon. 

Mr. Burrell says: ‘‘We are ap- 
pointed to preach the Gospel and peo- 
ple want to hear it. If we have any- 
thing to say the people will soon dis- 
cover it.’ 

Most of the churches that I have 
been in were not overcrowded. There 
was generally room for at least a quar- 
ter more people than were in attend- 
ance. The church that is running on 
that basis is just like a business house 
that is only utilizing 75 per cent of its 


capacity. 








This talk of Mr. Burrell’s reminds 
me of the story of the long-headed 
man who had a good thing. It is an 
old story, printed originally in Puc, 
but it isn’t too old to be good. 

There was once a long-headed man who in- 
vented a household utensil of such general 
utility that instead of giving it a name, set- 
ting forth an intelligible idea of its character, 
he called it simply a good thin So proud 
was he of his good thing that a would not 
make its existence known in the press. “ If 
people will not come in and ask for the good 
thing.” he would say, “I don’t propose to go 
to the trouble of csltlag them about it. If 
people don’t know it when they see it, they 
must suffer the consequences of their blind- 
ness.”” When a mortgage was foreclosed on 
him a little later, the successful bidder ad- 
vertised the good ‘thing i in several papers, and 
he had difficulty in employing a sufficient 
number of men to fill the red wagons that 
backed up at his door. The moral of this 
fable is in the possession of our advertising 
agent, who will disclose it in all its varie- 
gated beauty to all inquirers on receipt of 
stamp for return postage. 

* 
* 
RETAIL ADVERTISING. 


It frequently happens that I receive 
advertisements with a request for crit- 
icism on their typographical appear- 
ance. The senders seem to think that 
the typography is the most important 
part of the ad, whereas it is the least 
important. 

Advertisers complain that they can’t 
get good display. Asa matter of fact, 
I believe that there is entirely too much 
display of all kinds. The advertise- 
ment of the future will be an ad set in 
plain, readable type, telling a plain 
story, and it will depend for attractive- 
ness upon the use of a handsome illus- 
tration. 

I am almost inclined to believe that 
display hurts more ads than it heips. 
Don’t misunderstand me—I believe in 
display properly used, but I believe 
that nine times in ten one display line 
is all that need be used in an ad. 

If advertisers would pay more at- 
tention to what they say and less to 
the way it is going to look they would 
get better results. Magazines to-day 
are full of handsome advertisements 
that convey no particular definite in- 
formation about the goods they repre- 
sent. So much thought is spent on 
the appearance of the ad that what is 
said is lost sight of. 

I believe I am perfectly safe in say- 
ing that three-fourths of the magazine 
advertising that is done now does not 
bring profitable returns. I don’t be- 
lieve there is one magazine advertiser 
in fifty who has any idea as to whether 
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or not his advertising is paying. Lots 
f people go into magazine advertising 
ind other general advertising when 
they have no business to do it. They 
place their ads in media of general cir- 
culation when their business arrange- 
ments are such as to preclude the pos- 
sibility of profitable results, The ad- 
vertising may stir up inquiries that 
could be profitably utilized if the busi- 
ness was in condition to do it. A 
great deal of such advertising is pre- 
mature. A great deal of it is wasted 
because its effect is not utilized. 

Quite frequently I hear of some ad- 
vertiser who received plenty of in- 
juiries for information but who secured 
no sales. This is true almost always 
for the reason that he made no effort 
to follow up the inquiries. If he ad- 
vertised a booklet or catalogue and 
some one asked for it, he simply sent 
it and stopped at that. 

When an answer to an advertisement 
is received, the real advertising prob- 
lem has only begun. The advertiser is 
on the track of a possible customer. 
What he does with these inquiries teils 
his story of profit or loss on his adver- 
tising. 

Every man who spends money for 
general advertising should have a well- 
defined system for following up the in- 
quiries. The name of each inquirer 
should go on a regular mailing list as 
soon as it is received, and this name 
should be used not less than five or six 
times before it is considered dead. 
The number of times that each inquir- 
er should be addressed depends upon 
the character of the business, which 
wou'd also determine the interval be- 
tween circulars or letters or booklets, 
or whatever else is sent. 

*% 

When do you suppose retail adver- 
tisers will learn to attend to their own 
business and let their wicked competi- 
tor go to perdition in his own way? 

If your competitor lies, let himalone; Ww 
people will catch him at it. If he 
jumps on you, let him jump; it will 
only help you in your business. What- 
ever you do don’t jump back again. 
Advertising space costs money and it 
should be used always for the purpose 
of gaining trade. |t doesn’t do any 
particular god to tell what a rascal 
the other fellow is. A lot of people 
won't believe you anyway. They will 
simply think that you are jealous, and 
that he is getting your trade. 

One of the strangest things in this 
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world is that competitors usually be- 
lieve each other to be dishonest, and 
each is thoroughly satisfied that he is 
perfectly honest and that the goods he 
offers are far and away the best that 
can be had for the money. I believe 
that each one is sincere in this. Gen- 
erally they make no attempt to find 
out what the other man is actually 
doing, but call him a liar on principle. 

The worst example of bad advertis- 
ing th.t I have seen for a long time is 
the following, which is from the To- 
ledo Sunday Journal, May toth: 





We Don’t Believe in Petty Broil. We 
Mave no Desire to Assail or Antugonize 
Anybody, but We Will Brook no Insult to 
Our Good Name or the Recognized Repu- 
tation of Our Establishment. 

JOUN N. MOCKETT. 
A short time the man who, although he has 
been in our midst but a short span, has already 
acquired a aon putation as the greatest jug- 
ger of truth the Nineteenth Century has yet pro- 

uced, started out to assail every merchant in 

the city, intimating that they were all thieves or 
worse than thieves, that they charged exorbitant 
prices for their wares, and sold their goods 
through fraud, humbug and misrepresentation. 
He had clubbed into silence the“ corner d 
store” with vituperation and abuse; he had 
stunned “the dirty corner grocery,” as ‘he called 
every honorable cer, with his hard knocks 
and dirty lies; he made one or two attempts 
to subjugate the old standard d s firms by 
his uncouth billingsgate and fish market abuse, 
but the judicious ——— a — community 
hater ge none of him. A short ti he under- 
took to strut and bellow ‘about e clothing 
houses, charging one and all with ht dishon- 
est, unjust and unfair. If a clothier would ad- 
vertise TRUTHFULLY an article for a certain 
price he would launch forth a torrent of abuse 
against the clothiers, and FALSELY boast that 
he would sell ‘something just as good” for so 
much less. 

His Promise Was a Thread of Candor with 

a Web of Wiles, 
This blatant bagpipe never had exactl 
same thing to offer, but his cry was 

“something just as Tey ” — let’s see how 


the 


near he comes to the In April we adver- 
tised a line of ALL WOOL suits a 7.50. The 
modern Annanias comes out with a flourish of 


trampate and flaming type about the great bar- 
he had in all wool suits at so much less. 
We knew that he must either be doirg an act of 
Poy every time he sold one of these suits at 
ice advertised, or ele he ky doing some 
ae tall da Read on, and learn 
ich it “ as. e sent there, an bought a <— 

as 3 advertised, warranted all wool. The suit w: 
brought us. WE WILL Ni‘ THING EXTE NU: 
ATE NOR SET DOWN ONE WORD IN a 
ve the BAGPIPE’S OWN 
DESCRIPTION O E EAP SHODDY AF- 
FAIR THAT NEY SOLD AND WARRANTED ALL 

woo 


iL. 
This is the way a advertise their terrible, 
horrible, damnable lies 
Right Next Deer to Nothing! 
The Impossible Made Possible—An All Woo! 

Suit for Men at Less Than the Ordinary Cont 

Material— Most Notable Clothing Tri- 
umph of the Year. 

It sounds ridiculous—of course it does. You 
don’t believe it—of course you don’t. Butif 

our eyes and your hands and your head 
Pre IVE to you that we are really going to sell 

Men’s All Wool Suits for $4.48, 
= you believejus then | We mean to put this 
hing so plainly and emphatically before you 
that you’ll be compelled in one to your- 
self to become a Milner patro: 

How did we do it? Well, first we cornered 
every yard of the materiai we could lay our 
hands on—an immense purchase at a price 
per yard so absurdly s: that you’d scarcely 








ew Patent or 









believe it if ag hepa it. Then we went toa 
uf: and said: “ Here 


inch more than is necessary. will 
you for the ne joe so and so many dollars. Wil 
you tak 
o~ Said “No” at First. 
The narrow po ad of profit scared ave. 
But when the cash payment was flashed 
—~F face. ne, neaeees, wavered, and finally 
a: io 
my tet 0 was this masvelonscntt, positive- 
ly all wool, made and trimmed in hrst-class 
, in the style of 1896. It comes in four 
ayier-- -blue, black, yA stripes and 
tient checks, and from bottom it’s an 
. honest, bona fide $2 so sult. 
ms above are the very words used by this 
; By concern to advertise what they call 
“The Most Notable Clothing Triumph of the 
Year.” It does indeed “sound ridiculous—of 
course it does.”’ “‘ You don’t believe it—of course 
x ark—these are their very words. 
nd this dirty, shoddy, Niet tales ——- by a 


aid of their Xrabian Ny 

mances have been palming off on the work: 
ing men as all wool, is to their distorted minds 
“The Most Notable Clothing Triumph of the 
Year.” We knew the suit was like the man who 
our hands on it 


and patches 

the cheapest kind of shoddy to imitate an honest 

make assurance doubly sure, we 
concluded not to make him a falsifier out of’ his 
own mouth before we had sub; the suit to 
an infallible test that would determine, beyond 
the —- ofa ” ean whether it was all wool or 
no} we did. 


This Charge Against Our Erring Friend Is 
Made More In Sorrow Than in Anger. 
We Tested it by >. sate Boiling Down Pro- 
cess, the Test that All Standard Clothing Manu- 
facturers 4 to pet. the Nature or Quality 
of a fabric. 
We Bolled It Down bp tae mf) 
rocess the animal fibre—that is the 
wool, dissolves and resolves iteclt into a liquid, 
— the vegetaiie par t—that is the a nd 
ns intact. o made the test on the gp 
lo tel to the \ pty by immersing one only 
in the ve Baud. and we have no hesitation in say- 
there was not any wool in the —. 
therefore the dealer in wonderful 


A phe ge a bunco ie when he sold the sale 
for wool, knowing it to be nothing but shoddy 
and cotton. 


Of This We Have Confirmation Strong as 
Proof of Holy Writ. 
In order that the citizens themselves may ob- 





has piled wu onest men, we will keep 
the suit on exhi ition in our show window for a 


week or two, that everybody —— a and we 
Toledo particular! f eiothi ges 
‘oledo, — of clo’ ing, 
it is worth their while to come and see 
That they may fo: some 2 iden of the i- 
tee of ‘the | ee he that is bei a on 
the dogg hs wary, WY ie very man who 
is tet ogg one Be « ng every mer- 
chant in commw hy, on —4 who is continually 


they ba how much he saves the wor’ 


man who knowingly sells an inferior shod- 


oe the trouble 


rom court records, 
fi conclusive proof of his othe a fraud and 

umbug in that line, too, for he has been arrest- 
ed, convicted and fined two or three times in his 


refers to them except in in enceting teres as “the 
r.” Should some poor work- 


co! 

ingman — too freely in his cups, or steal a 

loaf of bread to keep the pangs of r from 

his brood at gm e is arrested, trie eae | the 
from ‘the docket is 

news, but ‘this blatant bi 

mountebank, this 


tant” pragart thin mouthing 
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“hoodman Jez ye ” with impunity. He can take 





iat of the ign: t ane he is — 
orant and when he 
arrested, tried and convicted for his rank of- 


nses, the a do not publish one word 
perm one word. 7 e is continu- 
ally throwing sop to Cerberus in the way of big 


In the corrupted currents of this world 
hand may shove a Sate oe oft ti 
ys ou 


prize i —¢ 

This is a st world, m ms 

I wish to say t Ido hot lace myself upon a 
innacle and shout, “I am the of man. 


I —- plain, blunt man, who works and strives 
to do his — thoroughly and well. But [ chal 


lenge the community to convict me as a common 
liar. I do not believe —, d a robber ; 
every grocer ery ture dealer a 


swindler; every atoher a thief; every shoe 
dealer a fraud; nor every merchant a bandit; 


and 
an ax aN ax,a spade a spade, in rief call 
Wool Wool and Cotton Cotton, and not sell shod- 
dy and cotton at eS all wool price, if he will only 
try and amend his wilful ways, he will find a 
cordial welcome yet from the “robber drug- 
gist,” the “ dirty grocer,” the “thieving butch- 
er,” the “ swin ling 
ulent shoe dealer,” and other Sra o mer- 
peers and they may one and all strive to attain 
titude of respectability that will in time 
place them on a nearer footing to his mighty 
eminence—the Cardinal of Virtue. 
MOCKETT 213-215-217 219 Summit MOCKETT 





The ad may be true, and the wicked 
competitor may be just as wicked as 
he is painted, but here is a lot of good 
space gone to waste. 

It is a great deal better to tell about 
the good qualities of your own goods 
than to tell the bad qualities of your 
competitor’s goods. As I said in the 
beginning, if the man is a cheat and a 
liar and a humbug, let himalone. He 
won’t last long. I have yet to know 
of a dishonest, lying retail merchant 
who has met with any considerable de- 
gree of success. People are bound to 
findhim out. If he deceives people 
and cheats them they will not go back 
to him, and he will finally find himself 
unable to attract strangers—the stock 
of strangers will run out. He will 
have ‘‘ buncoed ”’ everybody within his 
reach, and he will surely fail. The 
honest merchant has nothing to fear 
from the dishonest one. 

If I was a newspaper publisher I 
would have to be pretty hard up before 
I would allow an advertiser to publish 
such an advertisement as this one of 
Mr. Mockett’s. 


For an Optician, 


GOOD EYES 


Are at a pre- 
mium nowadays. Constant strain- 
ing soon causes defective vision. 

e offer you, free, the services 
of our competent oculists, who 
will advise you correctly. Rea- 
sonable charge for glasses. 
EXAMINATION OF THE EYES FREE. 
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READY-MADE ADS. 


[1 do not write these ready-made ads. They are 
taken wherever they are found, and ¢ it is 
ven to the author when he is known. Contri- 
utions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—C. A. B.] 





For Underwear—( By F. N. Monhiads: 
Light Weight 


Underwear. 


When the blizzards of last winter were 
blowing their coldest we were selecting Sum- 
mer Underwear. We did it that we might 
get our orders in while the mills had time to 
do careful work, and were willing to give 
special prices on early orders. The result is 
we now have a little better grade of goods at 
a little less price than the average merchant. 

FOR LADIES. 

Ribbed and plain, white ecru gauze, or bal 
briggan in cotton, lisle and silk in vests and 
pants. 

FOR GENTLEMEN. 

The best of French and German balbriggan, 
light and medium weights, at soc., 75c. and 
$x a suit. 

FOR CHILDREN. 

Medium and light weight ribbed or plain 
vests, pants, drawers, full sleeve, half sleeve, 
no sleeve. 


For Ladies’ Suits—(By }. N. Hawkins). 


Ladies’ Linen Suits, 


The best hot weather dress in the 
world. Made of the best tow- 
linen, very full skirt, which sets 
just right. _ Blazer trimmed with 
open linen inserting, and has the 
newest sleeves—all made by expert 
dress-tailors ; and the price is only 


$5.00. 


The price, like the suit, is abso- 
lutely correct—so say those who 
have seen it. We would like your 
opinion ; may we have it this week ? 


For Dry Goods—(By ¥. N. Hawkins). 


Bicycle Suits. 


Our reputation on ready-to-wear dresses 
brought us so many calls for ladies’ bicycle 
suits that we just had to put them in stock. 
The pleasure of cycling is greatly increased 
when you are fitted in one of these suits built 
for the purpose. No lady would like to ride 
on horseback through Main street in her 
ordinary street dress. Yet such a dress is 
more suitable for horseback riding than for 
cycling. See the cycle suits we are selling 
and be convinced. Price $4.50 to $15. 


For Frames—(By John A. Kershner). 


se 

Threatening 

to “have that picture 
framed” won't get it done. The easiest and 
best way to get it done, and to be sure of its 
being done right, is to stop in here; select 
the style of frame that you want from about 
3eo samples, and tell us where to get the 
picture and where to leave it when it’s done. 
That is all you need do—that and paying for 
it; and you needn’t pay for it if it’s wrong 
through any fault of ours. 

THE L. & N. CO. 














For Shoes. 


Shoes 
Attract Attention. 


If they are correct in shape they 
will be more attractive than a hat. 
Get the Shoes right - have them fit, 
have them well made, have them 
up to date. Our Shoes will suit 
you, for they combine all of these 
qualities. ou can’t find better 
wearers or more comfortable Shoes 
than our Tans. See them. 


For a Shirt-Maker. 
Conscientious 


s * 
Shirt-Making. 

This attribute has made Adams’ 
Shirt House the success it is. 
now we offer some ready- 

fade Shirts at reasonable fig- 
ures. Remember, every one of 
these Shirts is manufactured by 
us. 


To 
Look Well 


In Summer 


One must keep cool. The Shirt Waist is 

the article of Sonal apparel which comes 

nearest to accomplishing this. Our as- 

sortment embraces everything in the 

Shirt Waist line worth looking at. Com- 

— prices, quality and make, and we 
now ours will be your choice. 





For Shirt Waists. 





For Clothing. 


Don’t Let Go 


of that mighty dol- 
lar of yours until you have seen what we are 
doing in the way of Ready-Made Clothing 
for the spring. My new stock has the goods 
grandpa wants for a new suit, solid all-wool, 
used to cost $18.0, at $9.00 or $10 a suit. It 
contains all grades of good, sensible suits, 
suitable for anybody, whether a cheap suit 
is wanted or a genuine good one; and if you 
young men want a oak nobby light-colored 
Suit, my nobby Spring Patterns of all-wool 
Suits, $6.50 to $12.00, will interest you. A 
few LEAVINGS of winter goods. Heavy Suits, 
Overcoats and Pants at % price strictly. soc. 
Overalls at 25c. 





kor Dry Goods—( By Fas. Macmahon). 


By 


Purchasing Here 


you can fear- 
lessly march up to the boundaries of 
extremest style and elegance in matters 
pertaining to individual costuming or 
domestic furnishing without fear of 
transgressing the border line of refined 
taste in selection or the dictates of the 
strictest economy. Our desire to and 
success in keeping our patronage in 
close touch with vogue has brought the 
happiest results to them and to us, 
namely, mutual satisfaction and profit. 


A RN I EOI TT 


' 
: 
: 
: 
; 
’ 














Spon ewes, 








PRINTERS’ INK. 
‘¢Qur pressman claims it is 


The Best 
News Ink 


he ever used.’’ 








OrrFice or THE DatLy AND WEEKLY TRIBUNE, 
Bow.inG GREEN, Ohio, March 20, 1896. 
Printers Ink JONSON: 

Dear Str—You will please find inclosed N. Y. draft calling for $20, for which please 
ship us a¢ once by freight s500-lb. barrel of your news ink. 

Temperature in our press-room about 80, We use a Hoe cylinder press; runs at a 
speed of from ten to twelve hundred per hour. We mail you under separate cover sample 
copy of our daily and weekly papers, and hope you will give us as good an article as you 
did at last shipment. 

We beg to say, Mr. Jonson, that we ordered 500 pounds of you April 26, 1895, and it 
gave us entire satisfaction. We have used no other news ink since. And you will see by 
above the number of papers we issue each day and each week, and we think it has lasted 
very well, and our pressman claims it is the best news ink he ever used. Now, Mr. Jonson, 


hurry this along. Give us a good, sound and well-coopered barrel, as it has to stand a year. 
Give us just as good as last and we will be happy. Tue Woop County Trisune Co., 
G. W. Hevrricu, Manager. 


There are three newspapers published in the town of Bowling Green, 
Ohio, and every one of them uses my news ink. The Bowling Green, Ohio, 
Sentinel was one of my first customers, and the third testimonial that I ever 
received came from that office April gth, 1894. Since that time I can safely 
state that I have received over fifteen hundred (1,500) testimonials from all 
over the country. All I ask is a fair trial, and if my ink is not found as 
represented (that is, the best news ink the pressman has ever used) I am 
always ready to buy it back. My competitors are meeting my prices and 
offering credit as an inducement to secure my customers, but my prices and 
terms still remain the same. 





500-pound Barrel at 4c. $20 00 
250-pound Barrel at 44¢c. 11 25 


100-pound Keg at 5c. 5 00 
50-pound Keg at 54<c. 2 75 
25-pound Keg at 6c. 1 50 








I sell the finest job inks ever made, and will match any shade under the 
sun for 25 cents a 4-lb. can, excepting Fine Carmines, Bronze Reds and 
Fine Purples, and these I match in \/-lb. cans for 50 cents a can. 

My terms are: Cash with the order. My warranty: That my goods are 
better than can be had elsewhere at any price. My references: More than 
four (4,000) thousand printers doing business throughout every State and 
Territory of the American Union except Alaska. 

Address (with check) PRINTERS INK JONSON, 
8 Spruce St., New York. 
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THE EVENING 


WISCONSIN 


MILWAUKEE. 


No Newspaper in the State has so 


LARCE CIRCULATION 


Nor so high character circulation as this paper can 
boast. It is the only paper in the State that prints 


its 
SWORN CIRCULATION 


From day to day. 


Cc. H. EDDY, Representative, 10 Spruce St., New York, 
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"HE WHO RUNS MAY READ : 


r at lim if) il 
ii | «oNEOF THE MOST IN- 

© ONE OF THE MOST — hi | TERESTINGANDABLE , 

AnD PROSPEROUS OF WE | MEAL sournaus or THEWEST 
MAILAND EXPRESS. a i 4 N-Y-SUN. 
THE PZ | ONE OF THE MOST POP- 
A Mf |.| _,|| ULAR WESTERN NEVS- 
h ||, | | PAPERS: ° 

/ § FOURTH ESTATE? 





a Tee 


It Must Be 
Apparent 


even to the most careless observer 





With Its _ 50,000 Circulation, 


Evening Paper 
In Republican Missouri, 


ISAFIRST-CLASS ADVERTISING MEDIUM 


a wer 


Its columns teem with the announcements of the largest local firms. 
It leads in the volume of its week-day advertising. Its results are satis- 
factory. For further particulars 


ihe St. tiotie Star 
The Only Republican 


ga SEE EIKER, YOU KNOW HIM 


11 TRIBUNE BUILDING, NEW YORK. “| 
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You Have Iried 








The Other Papers 
in Kansas City, 


Now Try—~ 


The World 


It Brings Results. 


a 
The World 


Kansas City 


L. V. ASHBAUGH, Manager. 
eer 


A. Frank Richardson, 


NEW YORK: LONDON. CHICAGO. 
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Busy Women 


Going from morning till night, with household 
duties, club duties, social duties, church duties— 
isn’t it a wonder they don’t kill themselves? But 
busy as they are, they have pleasures and they read. 
It is busy women who read 


OMANKIND 


It appeals to them in both their work and 
pleasures. It entertains and instructs—a practi- 
cal kind of instruction that helps make work 
lighter. It is an ever welcome friend and help- 
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60,000 


and it pays advertisers. 
Why shouldn’t it?.... 
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The Hosterman Publishing Co., 
SPRINGFIELD, OHIO. 


150 Nassau Street, 
NEW YORK. 


ns 


BOM a. 
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*=* GEO. P. ROWELL, ESO., 


for twenty-eight years publisher of the Ameri- 
can Newspaper Directory, a man who is known 
by all newspapers in both countries as one of the 
greatest exponents of the worths and merits of a 
newspaper, states: 


‘‘THE CHRONICLE is the best con- 
ducted newspaper published in San 
Francisco.”’ 


Nekc%e 


When a manof the stamp of George P. Rowell expresses the above 
opinion in behalf of the SAN FRANCISCO CHRONICLE, an advertiser can 
form but one conclusion: that any newspaper which has executive 
ability and good management cannot help but increase materially in 
circulation from day to day. 


"y San Francisco 
WA Chronicle 


Has Ten Thousand MORE Circulation 


than any other paper published in San Francisco, and 
must commend itself to all advertisers as the best medium 
to advance their interests upon the Pacific Coast. 


MAL 
ES Rp NEW YORK OFFICE: 213 Temple Court. 
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CHAS, J. BROOKS, MANAGER. 
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Splendid Returns ! 


Letter from Chicago Merchandise Co. 








Instructions to Salesmen to Find 
Out Where Customers Saw « Ad.”’ 








Phila., Pa., April 24, 1896. 
Business Managers The Item: 


Gentlemen: A few days ago we 
had a display advertisement in 


The Philadelphia Item 


as well as some of the other Phil- 
adelphiapapers. We have instructed 
our salesmen, whenever possible, TO 
FIND OUT WHERE CUSTOMERS SAW OUR 
ADVERTISEMENT. In your paper we 
advertised some Mattings and Car- 
pets at half price, really offering 
the public GREAT BARGAINS. 

We are pleased to inform you 
that THE ITEM has’ brought us 
SPLENDID RETURNS, amd we _ shall 
continue to use your paper when 
we have offerings to make. 


THE CHICAGO MERCHANDISE CO. , 
305 and 307 N. Eighth St. 
Phila., Pa. 























PRINTERS’ INK. 61 


orleans cl tl llr ln sacle tl cll tan tec clr clin trl trl clin ln Ail aclln clan sil tile tll tle idlle 





nt hy itp iby sty aby sty ty adr slr dred sd sdiridinsdirsdinidinsdnsdirn dln tdlnidlntdlnsdln idl dln dln tdln dln idlinsdinidlnadlntdin dir tdin id adr adn adn nd 





in clin nl allen lan trl rl trl tellin rl 


The Best of the New States is 
WASHINGTON, 


Because Nature has done most for it. 
The Best City in Washington is 
TACOMA, 


we 


Because it has the largest 

Local and Ocean Trade, 

The Most Factories, 

Best Railroad Terminals, 

A Line of Trans-Pacific Steamers, 
Biggest Wheat Warehouses. 
Largest Coal Bunkers, and 

Most Progressive People. 


4 


The Best Newspaper in Tacoma is 


exo THE LEDGERae 


It has the Best Equipped Office 
in the State. 


Prints the Most News, and has the Largest 
Circulation. 


Everybody Reads it. 











The S. C. Beckwith Special Agency, 


Sole Agents Foreign Advertising, 
The Rookery, Chicago. Tribune Bldg., New York. 
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INTO 
FIRST 
PLACE-——— 


Post-Dispatch 


Worked Its Way 


In the Departments of 


COMMERCIAL ADVERTISING, 
WANT ADVERTISING and 


CITY CIRCULATION, 


which is now far greater than that of 
any two other St. Louis newspapers— 
Morning or Afternoon—combined. 
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It is SOLID SILVER—Sterling. 





Our TEAPOT is a 
COF FEE POT now! 


oocee THIS IS IT.... 


In every issue of PRINTERS’ INK 
there appear a good many pretty poor 
ads and a few good ones. The good 
ones bring profit to the advertiser, but 
the poor ones, costing just as much, 
produce less result, and induce a loss 
of faith in the value of advertising. 

This is all wrong ! 

We want more GOOD advertise- 
ments, and believe that the way to 
make a good advertisement is to try— 
try hard. 

To encourage good advertisements, 
we will, early in July, send this Solid 
Silver Coffee Pot to the advertiser who 
has the best advertisement in PRINT- 
ERS’ INK during the month of June. 

Early in August another will be sent 
to the advertiser who has the best ad- 
vertisement during July. 

We invite our readers to scan the ad- 
vertisements, select the best and fill 
out a voting coupon, and send it in. 

4 As a reward to the voters we will 
give a year’s giutigtion to PRINTERS’ INK to each one who happens to vote 
for the advertisement that is finally decided to be the best that appears in June. 


VOTING COUPON. 


In the opinion of the undersigned, the best, that is the most effective, advertisement in 








the issue of Printers’ Ink for 





is that of 





appearing on page. 





Name of voter. 








Address of voter. 








Date. 





Voting Coupons, properly filled, should be addressed simply 


PRINTERS’ INK, 10 Spruce St., New York. 
The subscriber who is unwilling to mutilate his co Py of PRINTERS’ INK b Saas out the 
coupon may express his preference by letter or postal Either will answer 








PRINTERS’ INK. 


Quarter Page 
advertisement 
in G@Q@BGOGE?e 
Printers Ink 
to SHROEOH 





appear once 
a month for 
an entire year 


$1200. 
Pays for a full 


Page 
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Do You 


Want 
Any ? 


The local canvasser for the newspaper everywhere 
knows of one or two people—perhaps of a dozen or 
fifty—who would be interested and benefited by 
reading Printers’ Ink and attending to its instruc- 
tions. The subscription price of Printers’ Ink is 
$5 a year, but the advertising canvasser who obtains 
subscriptions may collect the money, if he can, and 
put it in his pocket, and pay for the subscriptions by 
inserting an advertisement in the paper he represents, 
all to be agreed upon in advance. This is a legiti- 
mate warm weather proposal, worthy of the con- 
sideration of every active canvasser in the newspaper 
field. While the proposal remains open it will be 
wide open. 


Write, stating fully just what is wanted. 





Address 


Printers’ Ink —_ 
10 Spruce St., New York. 








PRINTERS’ INK. 


| the prominent Bicycles 
| are advertised on our 


BROOKLYN 
L 


j 








system, because they get there a 
display unobtainable elsewhere, and 
at a price that makes it not only the 
best, but the least expensive medium 
extant. & % Fe HHH MH OS 





Send for folder. % 2% 


GEO. KISSAM & CO., 


Postal Telegraph Bldg.,. NEW YORK. 





35 SANDS ST., BROOKLYN. 
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Rushing for Bargains 


is only observed at the establishments 
which advertise, because people 
go where they’re invited. Can you 
invite them any more effectually or 
surely than by a card in 


THE STREET CARS ? 


Display is continuous, circulation 
sure, and the advertisement brings 
customers literally to your door. 
Why not experiment P 


GEO. KISSAM & CO, 


253 BROADWAY, NEW YORK. 
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IT’S “A BIRD,” 


our recent contract to advertise SA- 
POLIO; and made by them atter 
ten years of 


Street Car-—~ 


wm Advertising. 


It is the largest contract ever made in 
this line, and amply proves the effi- 
ciency and merit of this medium. 
When a known successful concern 
makes a contract covering all of our 
cars, and for six figures, the lesson is 
obvious. Don’t you wish to be 
equally as successful ? We can make 
you So. 


GEO. KISSAM & CO, 


253 BROADWAY, NEW YORK. 
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< 
Hard Facts & & 


are crushing things. You have to 
‘““lay down ” tothem at times. It is 
a fact that 


STREET CAR Advertising 


has cometostay. Another fact that 
it’s universally popular and a winner. 
Plenty more facts could be added. 
Drop us a line for them. 


GEO. KISSAM & CO, 


253 BROADWAY, NEW YORK. 
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FEW BOOKINGS REMAIN. 
SD ee ed 


This refers to the 


SELECT EXCURSION 
TO EUROPE. 


under the personal super- 
vision of 


MR. ED. DE LA COUR 


leaving New York, by 
French Line, June 27th. 


IF YOU HAVE THE TIME, DON’T 
MISS THIS CHANCE, # #* #% # 
EVERYTHING WILL BE FIRST CLASS 


FFFFSSSFFFSFSFSS 
Write for Catalogue and Itinerary. 


MR. ED. DE LA COUR, 
253 Broadway, New York. 
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The present is the time Fugit 
4 to advertise. You are losing 
money every day you wait. People are spending 
money every minute for just your sort of goods. 
4 There is no line under the sun that cannot 
be profitably pushed by judicious advertising, 
and the quicker the push begins, the quicker the b 
profits will come. 
We are ready to plan and execute your ad- 

vertising. We believe we get lower rates than 
z any other agency, because we pay spot cash for 
: all the space we buy. Our customers get the 
y benefit of this. j 


= The Geo. P. Rowell Advertising Co. 


10 SPRUCE STREET, NEw York. 
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